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EXTRA ted 


MEANS GREATER VOLUME, 


REPEAT SALES, FASTER 


TURNOVER AND MORE PROFITS FOR YoU 


Ne. 306—White Bleached Dueck 
Women's tes 

Misses’ 6 te 12 

Sanitary Insole 





HEAVY All- 
AROUND FOXINGS 
TO TAKE PLENTY 
OF PUNISHMENT 








LIGHT TREADS have that extra value because the 
same manufacturing principles control their making 
as are used in the production of our leather shoes. 
Lasts and patterns, new to the canvas shoe field, have 
been created by our expert designers. The textiles 
used in LIGHT TREADS are woven in our own cot- 
ton mill where only long cotton staple of unusual 
tensile strength is used. The specially processed rub- 


NEW HI-CUT 
BACK FOR 


SANITARY INSOLES COMFORT 


«+» REALLY WATER- 


RUGGED DUCK 
UPPERS FOR 
. LONG WEAR 


SPONGE ARCH 
CUSHIONS TO 
ABSORB SHOCKS 


to 12 


No. 397—Brown Duck 
Boys’ 1 to 6 


No. 398—Blue Duck 
Full freight allowance on orders 
for 8 dozen or more. Terms 60 
days net. 


No. 396—Black Duck Men’s 6% 


AMERICA'S FASTEST GROWING LINE OF CANVAS SHOES 


ber parts are compounded in our own rubber plant. 
Thus, with large controlled production facilities, plus 
our highly economical distributive organization, we 
have been able to build into LIGHT TREADS greater 
value and still maintain attractive price ranges. Put 
this extra value to work in your store. It means extts 
profits for you. 


* A post card will bring our salesman to your store * 


FRIEDAAN-SHELBY. 


INTERNATIONAL 
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SSBZ AVE you ever thought of all 
the things a voice can do? It can 
amuse, arouse, beseech, caress, com- 
fort, convince, coax, define, de- 
scribe, enlighten, inspire, persuade, 
sell, soothe, teach.” 





Fifteen very important words as 
emphasized by the Columbia Broad- 
casting System for ear advertising 
but more worth emphasizing in 
face-to-face selling across the fitting 
stool, for personality can be mir- 
rored by the face and service re- 


flected by the action. 


STANDARD TRADE AND SE- 
CURITIES says: 

“Dealers’ inventories of shoes 
have been well liquidated, and fill- 
in ordering has been expanding 
steadily. An improving trend of re- 
tail sales is expected in the final 
months of this year, and manufac- 
turers’ sales should therefore be 


sustained at satisfactory levels. 
There is, however, no incentive for 
dealers to order beyond current 
needs, since there is slight chance 
of realizing higher shoe prices until 
next Spring. 

“Production in the third quarter 
jumped sharply to an estimated 
109,000,000 pairs, which compared 
with 90,000,000 in the second quar- 
ter and 107,500,000 in the third 
quarter of 1937. By the end of Au- 
gust, many manufacturers were op- 
erating at close to capacity, as 
compared with the three-day-week 
schedules previously in effect. An 


advance in prices is likely for the 
1939 Spring lines, and anticipatory 
buying by retailers may serve to 
bolster volume in the final quarter. 
Thus, full year production is ex- 
pected to come close to 390,000,000 
pairs, against 411,970,000 for 
1937.” 


(17) 


LEADERS of the hide, skin and 
leather industries will join in a trib- 
ute to George B. Bernheim of R. 
Neumann & Co., and Louis J. Rob- 


ertson, for their services to the 


community and particularly for 
their devotion to the New York and 
Brooklyn Federations of Jewish 
Charities, at a testimonial dinner, 
Thursday, November 3, at the Hotel 
Commodore. 

Both Mr. Bernheim and Mr. Rob- 
ertson have taken leading roles for 
many years in enlisting support for 
the 116 health and welfare agencies 
affiliated with the two Federations 
and have been active in every effort 
sponsored by Federation’s Hide, 
Skin and Leather Division. 


2 * o 


AUTOMOBILE payroll has been 
increased by the additional employ- 
ment of 35,000 workers at General 
Motors Corporation, as announced 





last week by Alfred P. Sloan, Jr. 
This means a probable increase in 
yearly payroll of $47,500,000. G. 
M. goes a bit further and makes 
pay restorations to all receiving 
$300.00 a month or less, which 
boosts the payrolls by a probable 
$7,500,000. Then, if all goes well 
with the new lines of autos to be 
shown at the New York Auto Show. 
November 11 to 18, the change from 
part-time to full-time employment 
will add about $60,000,000. 

The G. M. payrolls are distrib- 
uted in plants in 38 cities and four- 
teen states. Now, if this represents 
a gain in wage envelopes of about 
$115,000,000 for one concern alone. 
what can be said about the improved 
outlook for all the concerns that 
feed supplies into this one big busi- 
ness? If 3 per cent represents the 
shoe money in payrolls, shoe men 
can expect to get about $3,450,000 
in better business. 

Ford will, in all probability, do 
his part in increasing payrolls and 
all this money will start to move 
the business machinery for another 
period of prosperity. At least so 
we hope. 





THE play’s the thing. No sooner 
is a play announced or a movie but 
what there is a promotion in dress 
and footwear. KNICKERBOCKER 
HOLIDAY hits New York for a 
Wednesday opening and that morn- 
ing billowy Dutch skirts were ad- 
vertised in a hook-up of play and 
dress. And with the Dutch sabots. 
modern version, romance, history 
and commercial enterprise walk 
down the line to a profit for the 
merchant. 


LOUIS A. MILLER, head shoe 
buyer at Elder & Johnston Com- 
pany, Dayton, Ohio, and a member 
of the board of directors of that 
firm, is a member of the executive 
committee directing night school 
classes at the Parker Cooperative 
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—tIt's the use of a business publica- 
tion that makes it of value. 

—We could prepare elaborate 
charts, statistics ae market anal- 

to prove thoroughness 
Facct and Shoe Recorder 
coverage— 

—But none of these would be so 
convincing as the opinions of our 
merchant readers themselves. 

—"Ask the man who owns one” is @ 
famous slogan. 

—"Ask the merchant who reads it” 
is our slogan and, we believe, 
equa'ly effective. 

—Boot and Shoe Recorder is edited 
first, last and always for the shoe 
merchant. 

—And neither effort nor expense is 
spared to supply him with authori- 
— instructive and stimulating 


ae 7 ol 


High School which started Octo- 
ber 3. 

Three special courses of interest 
to shoe retailers and their clerks 
are being offered. They are: Mon- 
day nights—Retailing and Store 
Management; Thursday nights— 
Psychology of Selling and Con- 
sumer Contact; Friday nights— 
Effective Speech. 

These courses are open to any 
retailer and his clerks. A small fee 
is charged for each course taken. 





HRENRY L. NUNN of Milwaukee 
is a strong believer in vegetarian- 
ism. He plans to open a vegetarian 
restaurant—Ambrosia Hall—as a 


bealth center in Milwaukee’s shup- 
ping district. In the “Voice of the 
People’s” column of the Milwaukee 
Journal, he says: 

“It is not a question of finding 
substitutes for meat. Meat is a 
substitute for man’s natural diet. 
{n eating animal flesh the human 
is partaking of necessary plant life 
second hand. My experience of 
twelve years as a non-flesh eater, 
as well as that of many others with 
whom I have come in contact, has 
been that we have greatly benefited 
in many ways through the elimi- 
nation entirely of flesh foods. 

. | am convinced that any- 
one ‘who eats the average amount of 
meat consumed in this country will 
improve rather than suffer by cut- 
ting it all out of his diet.” 

aa * 7 


ALBERT KLINKICHT of the 
Miller Shoe Company of Cincinnati. 
Ohio, says: 

“Selling and fitting shoes is per- 
forming a service which, while not 
generally recognized as profession- 
al, is certainly approaching that 
status. A good shoe fitter knows 
the mechanics of the human font. 


7. 
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He knows that it is just as danger- 
ous to fit a shoe too long as too 
short. He knows that shoes are 
made to walk in; that walking in- 
volves balance, muscle coordina- 
tion, circulation, and nerve action 
—all requiring proper shoe selec- 
tion and accurate fitting. 

“Twenty-five years ago, one could 
still buy eye glasses off the notion 
counter, but scientific research dis- 
covered that proper functioning of 
the eye muscles is the basis of 
good eyesight. Today, eye glasses 
are fitted by registered optometrists. 
The lens may be ground from the 
finest of glass, but they are useless 
unless properly fitted according to 
scientific standards of the oculist 
or the optometrist. 

“No manufacturer’s shoes are 
any better than the man who fits 
them.” 
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Mi OH. WINKLER, secretary of 

the Shoemen’s Educational Guild 

and shoe merchant at 78 First Ave- 

nue, New York City, says: 

“He who talks of the bone CALCANEUM 
May find his efforts spent in VAIN-EUM. 


The shoeman with most sales appeal 
Refers to it as the hone of the heel.” 


“A good general rule to follow 
is to avoid using medical terms in 
your sales talk at the fitting stool. 
Deviation from this rule is permis- 
sible if your patron is a member 
of the medical profession; and even 
then be certain you know what 
you're talking about or you'll be 
looked down upon by your pros- 


“Good shoemen are not expected 
to act as substitutes for doctors. To 
‘be sure, the experienced shoeman 
should know his subject thorough- 
ly, but he owes no allegiance to 
the customer to give a course in 
anatomy with every sale.” 


AN “A Statement of Public Policy” 
published as an advertisement in 
various newspapers, The Great At- 


lantic and Pacific Tea Company 
ys: 

“In the last 10 years during the greatest 
period of chain store growth, the number 
of individual dealers has increased rather 
than decreased. We maintain that there is 

ing wrong in these dealers charging 
more we charge. They must charge 
these prices in order to make a fair profit. 
average grocer will, upon request, 

the groceries to the customer's 

in many cases extend credit to 

of his customers. Delivery service 
money. The grocer must put this 

cost in the prices to his customers. 

same way the extension of credit 

the expense of bookkeeping, the 
p of capital, and credit losses. 
nothing wrong in the higher 
of the individual grocer, because 
ing a service that justifies his 


It is needless to say that the para- 
graph quoted above leads up to 
argument in defense of the price 
i and merchandising meth- 
ods of the chain store, the purpose 
of the entire statement being a de- 


fense of the chains and their service 
and an argument against the pro- 
posed tax bill sponsored by Repre- 
sentative Wright Patman of Texas. 
But it forms the first instance we 
can recall in which one of the great 
chain store organizations has pub- 
licly conceded that individual mer- 
chants render useful services which 
entitle them to a higher mark-up. 


THE Fair Labor Standards Act 
became effective Monday, Oct. 24, 
setting minimum of wages and max- 
imum of hours. Three important 
definitions were made by Elmer F. 
Andrews, Wage Hour Administra- 
tor, exempting Executives, Persons 
Engaged in Local Retailing and 
Outside Salesmen, as follows: 


EXECUTIVE AND ADMINISTRA. 
TIVE: “The term ‘employe employed in 
a bona fide executive and administra. 
tive capacity’ in Section 13 (a) (1) of 
the act shall mean any employe whose 
primary duty is the management of the 
establishment, or a customarily recog- 
nized department thereof, in which he 
is employed, and who customarily and 
regularly directs the work of other em- 
ployes therein, and who has the authority 
to hire and fire other employes, or whose 
suggestions and recommendations as to 
the hiring and firing and as to the ad- 
vancement and promotion, or any other 
change of status of other employes wil) 
be given particular weight, and who cus- 
tomarily and regularly exercises discre- 





} 
Se 
— 


tionary powers, and who does no substap 
tial amount of work of the same naturr 
as that performed by non-exempt em- 
ployes of the employer, and who is com. 
pensated for his services at not less thap 
$30. (exclusive of board, lodging or other 
facilities) for a work week. 


LOCAL RETAILING CAPACITY 
“The term ‘employe employed in a bony 
fide *** local retailing capacity’ in Sec- 
tion 13 (a) (1) of the act shal) mea» 
any employe who customarily and regu. 
larly is engaged in making retail sale> 
the greater part of which are in intrastate 
commerce, or who performs work im 
mediately incidental thereto, such as the 
wrapping or delivery of packages, and 
who does no substantial amount of work 
of the same nature as that performed by 
non-exempt employes of the employer 


OUTSIDE SALESMEN: “The term 
‘employe employed *** in the capacity 
of outside salesman’ in Section 13 (a' 
(1) of the act shall mean any employ: 
who customarily and regularly perform- 
his work away from his employer's place 
or places of business, who is customarily 
and regularly engaged in making sales 
as defined in Section 3 (k) of the act. 
and who does no substantial amount of 
work of the same nature as that per- 
formed by non-exempt employes of the 
employer. For the purposes of this defi 
nition, recurrent routine deliveries, 
whether or not prior orders are placed 
by the purchasers, and collections, shal) 
not be considered sales.” Section 3 (k) 
of the act says that the terms sale or sel! 
include any sale, exchange, contract t« 
sell, consignment for sale, shipment for 
sale. or other disposition. 
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“| know someone makes iron heels—the family over us wears them!" 
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Heavy slaughter since the drought year 1934 has sharply reduced cattle herds. 

Department oj Agriculture figures showed total cattle at the turn of the year to be 

the smallest since 1933. Cattle production cycle is now upward, stimulated by 

current low feed costs, which encourage breeding, but signs point to fewer cattle 
to be marketed in 1939, barring a drought 


EN a comprehensive analysis of the business outlook 
with regard to hides, leather and shoes, Harry H. Staf- 
ford, commodity editor for Babson’s Statistical Organ- 
ization, told the members of the Tanners Council at 
their annual meeting in Chicago last week that the 
supply position of shoes is much improved over a 
year ago, the fears of the trade with regard to Czecho- 
slovakian imports have not been realized, prospects are 
bright for shoe sales in the coming months and price 
changes will favor the upside. 

With regard to the hide situation, Mr. Stafford em- 
phasized the fact that supplies of cattle hides, both in 
this’ country and abroad, are anything but excessive. 
Relative to consumption, stocks on Sept. 1 were equal 
to less than eight months’ needs and stood at a new 
low point for the 17 years these statistics have been 
recorded by the Babson organization. A further decline 
in supplies looms for 1939, Mr. Stafford indicated, 
with the result that the basic trend in prices is definitely 
upward, with the upper leather market in a similar 
statistical position. 


Declaring that “1938 will go down as another hectic 
year,” with violent changes in production, sales, com- 
modity prices and security markets, Mr. Stafford quoted 
from the statistical records compiled by his organiza- 
tion to bear out his conclusion that “business recovery 
is progressing much more vigorously than many had 
anticipated.” 

“More specifically,” he continued, “we find the light 
or consumer goods industries generally making the best 
relative and actual showing as regards production and 
sales. For example, paper, textiles, foods and shoes 
have all had significant gains in activity from their 
recession lows. However, improvement has not been 
confined solely to consumer goods. The giant build- 
ing industry has taken a new lease on life and, cur- 
rently, is in the front rank of the recovery parade. The 
automobile industry, hard hit by the drastic recession, 
is now rapidly stepping up production. In turn, rising 
activity in the motor industry is directly stimulating 
steel, tires and automobile accessories, and, indirectly, 
is a boon to many other lines. Car loadings, sales. 
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BRIGHTER, 


Tanners 


Are Told 


Inventories Are Much Improved, Fears of Foreign Competition Have 
Not Been Realized and Prospects Are Favorable for Increasing Sales 
Volume, According to Babson Expert, While Statistical Position of Both 
Sole and Leather Markets Points to Higher Prices—Harold Connett of 
Surpass Leather Co. Elected Chairman at Council Meeting in Chicago 


Left: This beautiful scene in the high Sierras 
of California is from Goldwyn’s “The 
Lady and the Cowboy,” with Gary Cooper 
as the hard-riding hero. 


bank statistics, and employment and payrolls are some 
additional factors reflecting the broad improvement 
under way in business and industry. 


Business Rise to Continue 


“At Babson’s we are very optimistic. We look for 
a greater than seasonal upturn in the total physical 
volume of business which should carry the Babson 
Business Index from 8 per cent to 12 per cent above 
current levels before the curtain rings down on 1938. 
Moreover, the upward trend saould continue into 1939, 
and from present indications business should reach the 
XY, or normal line on the Babsonchart before the end 
of the first half of next year. As a whole, 1939 busi- 
ness should register a satisfactory increase over this 
year. In coming weeks statistics will make increasingly 
favorable comparisons with those of last year when 
business was on the toboggan. 

“Shoe producers drastically curtailed production last 
Fall and Winter when the recession hurricane swept 
over business with devastating results. The extreme low 
in shoe output occurred last December, followed by a 
spurt in the Spring and a secondary low last June. 
Since then recovery has been extraordinary. Total pro- 
duction rose sensationally to 41,644,000 pairs in 
August—an increase of 36 per cent over the previous 
month and about 8 per cent above a year ago. Septem- 
ber output was off to about 36,500,000 pairs—a 7 per 
cent increase over last year. The seasonal decline in 
production was temporarily accelerated by the recent 
floods and hurricane in New England. However, total 
production is running well above last year and for the 
closing months of 1938 should register sharp per- 
centage gains over the same period of 1937. We esti- 
mate that total 1938 shoe production, excluding rubber, 


will be from 8 per cent to 10 per cent below a year ago. 

“As for imports, the worst fears of the trade have 
not been realized. The Czechoslovakian treaty failed to 
flood our markets with cheap foreign shoes. In fact 
total imports for the first eight months of this year were 
about 6 per cent below the corresponding period of 
1937. Moreover, there seems to be little reason for 
manufacturers to lie awake nights worrying about a 
deluge of foreign shoes that would break the camel’s 
back. Imports will continue and will compete inten- 
sively in some lines. However, the domestic shoe indus- 
try is well able to take care of itself. For 1939 the 
odds are against a volume of imports which would 
demoralize the markets, though they will remain a 
thorn in the flesh of some domestic products. 


Buying Wave Possible 


“The supply position of shoes is much improved 
over a year ago. Inventories have been well liquidated 
as conservatism has been the watchword in the trade. 
Wholesalers and retailers, for the most part, have been 
purchasing as needed rather than to stock ahead. Re- 
cent statistics showed retail stocks of women’s and 
children’s, men’s, and boys’ shoes to be from 9 per 
cent to 19 per cent below last year. Wholesalers’ stocks 
were about 27 per cent below a year ago. Manufac- 
turers also reduced their holdings to more healthy levels 
during the past year. The statistical position is sound 
and recent heavy production seems unlikely to raise 
shoe stocks to excessive levels again in view of the 
anticipated volume of distribution. 

“Prospects are bright for shoe sales. Pay envelopes 
are fatter and with employment rising as business 
climbs upward, workers will have more money to spend. 
This forecasts increased retail shoe sales in the months 
ahead, allowing for seasonal variation. Shoe manufac- 
turers and distributors should plan on an upward trend 
in sales, which should register gains over the previous 

[TURN TO PAGE 38, PLEASE] 
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METHODS SUCCESSFUL 


Pant H. Stegeman of Evanston, Ull., Discovers 
{t's Important Advantage te Keep Youngsters’ 
Minda Qccupied During the Fitting Operation 


ENGENUITY of layout aud employment of novel sales 
methods developed during 18 years of specializing in 
children’s shoes mark the juvenile footwear establish- 
ment which Paul H. Stegeman, former buyer for the 
F. E. Foster stores of Chicago, has opened in Evans- 
ton, fll. 

Although Mr. Stegeman’s enterprise is comparatively 
young, the plans, policies and physical designs which 
he has assembled in it have been thoroughly tested by 
him in previous business connections, and he states that 
their success in his present location has already proven 
them to be universally applicable. 

Mr. Stegeman’s shop is located in the front portion 
uf a store space rented by Frederick Tilt, a former shoe 
manufacturer who maintains a miniature factory in 
which he makes special shoes to the order of physicians 
and does general repair work as well. Such a location 
bas been found highly advantageous for a specialist in 
children’s shoes, since any alterations or special service 


can be taken care of immediately. 


The upper walls and ceiling are decorated in a warm. 
cheerful yellow, while the lower walls, the showcase and 
the counter are done in robin’s egg blue. The made-to- 
order benches and high chairs are in old ivory. Numer- 
ous Mother Goose cutouts are affixed to the upper wall. 

The floor is completely covered with a tan taupe 
carpet which blends harmoniously with the other deco- 
rations, and which protects from marring the soles of 
the shoes being tried on. This carpet covers a space 
25 feet deep and 16 feet wide. 

Benches for little customers and their parents have 
been made to Mr. Stegeman’s own design, the seats 
being hollowed out at the back so that the child auto- 
matically slides to the rear, making it easy to hold the 
youngster in place while making a foot measurement. 

The Stegeman store carries shoes for persons from 
babyhood to college age, the great bulk of business, 
however, being done with youngsters up to 12 years. 
Sizes of these shoes range as high as 81% and 9, the 
equivalent of men’s and women’s sizes, since this gen- 
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IN NEW 


eration of youngsters frequently needs tovtwear that 


Although shoes for small children are displayed in 
the show window, and although from the general ap- 
pearance of exterior and interior one might infer that 
the establishment caters largely to youngsters of the 
toddler age, there is no trouble in getting older chil- 
dren into the store, Mr. Stegeman asserts. 

Customers entering the Stegeman store wonder at 
first where the shoes are kept, the familiar shelves of 
boxes being nowhere in sight. In view are only a glass 
counter containing five rows of woodfronted cum- 
partments, benches and chairs for the customers, and 
toys for the smallest visitors. On the back wall is 
large plate glass mirror set ten inches above the floor. 

“Every shoe dealer has experienced the destructive 
variosity of small children,” explained Mr. Stegeman. 
“and I found years ago that the only way to keep 
youngsters from pulling shoe boxes off the shelves and 


CHILDREN’S STORE 


by 4.8. MeCAULKY 


strewing them over the tluur, as well as from breaking 
mirrors was to keep these articles where they could not 
be reached. 

“This explains why must of vur stock of shoes ir 
kept in the back room of the establishment where thr 
youngsters can’t see them. and another part is kept in 
a large closet. ; 

“Instead of stepping over tu a shelf and pulling the 
box out in plain view of the child, thereby encouraging 
him to do likewise, | walk through a door at one side 

[TURN TO PAGE 48. PLEASE] 


Many children become frightened at the sight of 

the measuring stick. Mr. Stegeman avoids this by 

keeping the child's attention occupied with toys 
while the measuring process is going on. 














1 YOU have been making 

frequent use of your mail- 
ing list during the Fall sea- 
son. Have you checked every 
piece returned by the post 
office and corrected your list 
so that you will not continue 
to waste advertising and post- 
are on names that are wrongly 
addressed, etc. Keep your list 
up to date. 





4 WHAT are you going to 

feature in today's ad. 
Style footwear is always time- 
ly, but how about some of your 
specialties, such as hosiery, 
house slippers or rubbers? Are 
you giving all these lines their 


fair share of advertising? Two 
or three good Saturday spe- 
cials will help materially, too. 








® IF you have not had «a 
vigorous promotion of 
children's footwear this Fall, 
it will pay you to back up your 
window with a mailing using 


the same theme, "Get the 
Children Ready for Winter.” 
Emphasize your prices and the 
fact that they are low. “Price” 
is important these days. 


insisting’ that 


ARE 
12 all sa ple suggest 


9 CHECK your stocks to- 
day. The check should not 
turn up much stock on extreme 
early season styles. By No- 
vember first style trends are 
pretty definitely set, which 
means you can stock fewer 
styles, thus reducing your in- 
vestment. How is your stock 
on house slippers and rubbers? 
These are good November 
sellers. 


5 NOVEMBER Saturdays 

are apt to show a slacken- 
ing up in buying until Thanks- 
giving time unless you make 
a special effort to overcome 
it. See that your Saturday win- 
dows are particularly good 
SELLING windows, with any 
specials you may have to offer 
featured very prominently. Use 
attention-getting display cards. 
Price every item. 


CHECK your stocks to- 

day. Then compare your 
stock figures on children's 
shoes with your total pairs sold 
for the last 60 days and see 
what it reveals! Do this with 
at least one line every week 
when you check your stock and 
you'll find yourself doing a” bet- 
ter control job. 
















3 WHAT about the holiday 
season? You have been 
thinking about if, no doubt, 

now it is time to make 
definite plans for your store 
and interior decorations, your 
advertising, and any special 
holiday merchandise you in- 
tend to add. Holiday season 
can be a BIG season if you 
plan for it. 














10 WHY not have a table 

display of house slippers 
with a card suggesting Christ- 
mas gift purchases now. Offer 
to deliver such purchases 10 
days before Christmas if the 
customer so desires. A good 
line to add for the holiday sea- 
son is small luggage. It sells 
well, and each sale is a size- 
able one. 


14 CHANGE all your win- 

dow displays today and 
be sure every display is a 
SELLING display for this is the 
lull before holiday buying 
starts and you must fight for 
business. Have a big window 
of women's style footwear and 
several smaller units of the 
specialties such as hosiery and 
handbags. 


BOOT anv SHOE RECORDER, October 29, 1938 


















7 THIS would be a good 

week for a strong window 
of children's shoes. Make your 
theme “Get the Children 
Ready for Winter" and play up 
the heavier, more serviceable 
shoes, hi-cuts and rubber foot- 
wear. Be sure and price every 
pair of shoes in the display if 
you really want to pull cus- 
tomers into your store. 






11 ARMISTICE DAY. Il 

you did install a win- 
dow and send out a mailing 
on children's footwear for Win- 
ter by all means back it up 
with a newspaper ad today for 
Saturday's selling. Hf you can 
have some sort of a give-away 
for children who visit the store 
with parents, it will help. 





15 ARE you going to pre- 

pare a mailing featuring 
your various holiday items? If 
so, it is time you are planning 
it for the holiday buying season 
starts in earnest right after 
Thanksgiving and that is only 
ten days away! Your mailing 
should probably be sent out 
the last of next week. 








Sas? 


esses 
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When the frost is on the pumpkin and the air is filled with 
election clamor, when “football weather” gives place to the 
first touch of Winter, when Thanksgiving looms ahead, with 


the Christmas selling season just around the corner, it’s time 


for shoe men to concentrate on selling plans that will keep cash 


registers clicking profitably from now until the New Year 


THE day for your check 
And if it does 


orders promptly 

for the holiday trade. 
stock check should also 

show a decreasing investment 

in staple footwear looking to- 

ward the year-end inventory. 


93 TODAY'S check of 
stocks should find your 
staples stock clean and fairly 
low, your hosiery sizes and 
colors complete, and your holi- 
day lines in stock intact. In 

words, you should be 
ready today for the holiday 
selling season that begins right 
after Thanksgiving. Have you 
a Thanksgiving window? It's 
@ good place to feature eve- 
ning footwear. 





17 HAVE you placed your 

orders for special holi- 
day lines? This should be done 
and goods should be in your 
store or in transit. Remember 
that Thanksgiving is one week 
away, and holiday selling starts 
in earnest immediately after- 
ward. Are you sure you have 
not overlooked any profit pos- 
= for the holiday sea- 
son 


9 THANKSGIVING 

WEEK, so let that be 
the theme for this week's win- 
dow displays. Your displays 
will be of women's fashion 
lines of course, with plenty of 
space given to hosiery and 
perhaps a section to children's 
footwear. Get some “selling 
punch” into your display cards. 
Make your windows look DIF- 
FERENT! 


98 WHAT are your com- 
petitors doing for the 
holiday season? Are they of- 
fering any special holiday lines 
that you overlooked? You 
should always know what your 
competitors are doing, but 
particularly so during the ‘im- 
portant selling seasons. If you 
installed your holiday windows 
Saturday, no changes are nec- 
essary today. 


18 IN many towns, tomor- 

row will bring the big 
game that ends the football 
season. If that is the case in 
your town, it provides you with 
a splendid theme for your Fri- 
day newspaper ad and for your 
windows for Saturday. You 
can say a lot about “Smart 
Footwear for the Big Game.” 
And formal evening footwear 
for afterward. 


99 IS your holiday lines 
mailing ready to go out 
the last of this week? Are 
you all ready to put in your 
holiday backgrounds in the 
windows and in your store in- 
terior? Have you planned your 
special tables of holiday mer- 
chandise, and are all your win- 
dow and price cards ready? 


9 5 TODAY'S newspaper ad 

should be the first ad in 
your campaign for holiday 
business. Make it a good one! 
lt will have to compete with a 
newspaper full of ads bidding 
for business, so do your best to 
plan and write an ad that will 
stand out on the page! 


99 HAVE you mailed your 
holiday announcement 
or circular? Are you contem- 
plating any sort of follow-up? 
Have you looked up last year's 
records fo make sure you are 
not overlooking any profit pos- 
sibilities that you have cashed 
in on during previous holiday 
seasons? Don't overlook the 
selling of staple footwear now! 


19 MAKE today “Hosiery 

Day" in your store. Play 
it up in the windows in a big, 
attention-getting way. Have 
special table and counter dis- 
plays inside. See that every 
sales-person mentions hosiery 
to every customer served, nam- 
ing a specific number and 
price. You'll find you will sell 
a lot of hosiery! 


96 YOUR windows were no 
doubt changed last 
night so that the holiday back- 
grounds and holiday trim are 
ready to greet Saturday shop- 
pers. Have your interior dis- 
plays ready today, too, and 
all your special tables of holi- 
day goods in place. Be sure 
that every item in your win- 
dows from now till Christmas 
is priced! 


3 LOOK OVER your 

stocks today and exam- 
ine the results carefully to 
make sure you are ready for 
December selling with ade- 
quate supplies of the wanted 
items. Presumably, you are 
ready also with complete sell- 
ing plans for December in- 
cluding advertising schedule, 
window program, ma'lings, etc. 
To “cash in” during December 
you must be prepared! 
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OUTLOOK 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


High Consuming Power 


WHY is it that the public does not accelerate its 
purchases at the beginning of a new upward swing? 
That is the question. We know that the public is reluc- 
tant to stop purchasing on the way down into a de- 
pression. Why is it that when every index shows a 
rapid rate of improvement—stock market, reemploy- 
ment, compulsory wage and hour legislation, rising 
commodity markets, increasing automobile reemploy- 
ment, etc., there isn’t the expected acceleration of trade 
at retail? No one knows! But it will come, with in- 
creasing speed, so patience and perseverance is the 
November keynote. 

We want what we want when we want it—NOW. 
Yet, as an industry, we live a double life—today’s 
business and tomorrow’s expectations of business—to- 
day’s shoes on the shelf and tomorrow's shoes on 
order. The American public is getting the most for its 
money in shoes at this time—a bigger dollar’s worth 
of shoes than ever before—and we say that with full 
knowledge of the distribution of 400,000,000 pairs 
annually. And the reward for that service of making 
and distribution—is mostly red ink. There are, never- 
theless, forces at work that will make shoes cost more in 
the next run—rising prices bring black ink. 

Now, let’s put on our thinking hat and consider this 
Wage and Hour law, effective October 24, through to 
its logical conclusion. First—it does make high con- 
suming power for it immediately raises the wage of 
750,000 workers and shortens the working hours of 
1,500,000. Any product moving in interstate commerce 
must now pay 25 cents an hour to the worker on a 
44-hour week base, with payment for overtime in cash. 
That means $11.00 a week as the lowest pay for a 
nation at work. Even though local retailing is not 
under the law, it is obvious that the fair labor standards 
set up by law will elevate wages to that level. Already 
we have had a gnashing and a wailing because it is 
going to increase costs. 

Well, between you and me, any business that can’t 
pay $11.00 a week wage to a grown man who has a 
family to support—is a pretty poor industry to be in. 
For if it can’t compete with other concerns that have 


to pay the same wage, by law, then it should go out 
of business. It’s a terrible thing to contemplate, in a 
nation as wealthy as ours, that $11.00 should disturb 
the economics of a business. 

After all, the shoe industry is not in that category. 
At least we hope there was no shoe plant in America 
operating below that figure prior to October 24—we 
know there are none now. 

It is the people with low incomes that represent the 
real purchasing power of America. People in the 
higher income brackets spend relatively so little for 
apparel, foodstuffs, and goods that their proportion is 
one cigarette in a carton. The real buying power in 
America is in the people who are eager for each pay- 
day to come around so that they can spend it all. 

Some business men have hypnotized themselves into 
believing that a low wage makes pussible low prices 
and high consumption. Actually, low wages nationally, 
pauperize a nation. If we had a continued wage under 
$10.00 and long hours for that pittance, the inevitable 
result would be government doles for nearly eyeryone. 

We must not forget that something new came into 
being in the last ten years—the concept of leisure. Not 
so many years ago, twelve hours a day was a work day 
and factories encouraged employees to live next door 
to the plant so that they could fall out of bed and go 
to work and then go back to bed again. Leisure has 
been the father of many new enterprises and needs. 
Our own sport shoe business was the outcome of in- 
creased leisure. The immense amusement industries, 
from movies to ski boots, represent the expenditure of 
moneys for consumption of leisure time. Greater health 
and happiness are the products of increased leisure. 

So, if as a nation, we step into a new high consuming 
power by the masses, accompanied by greater leisure 
for the use and enjoyment of things and services, why 
it must be all for the good. 

At least, as business men, we must accept the in- 
evitable and should be reconciled to the fact that a bet- 
ter consuming power does give better opportunity for 
an industry like shoes to sell more and better goods. 
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SHOE 
SELLERS! 


a 


GOODYEAR 


@ You know — and shoe manufac- 
turers know — that your customers 


~~ want rubber heels. 
. ‘ And it’s no secret that the most popular 


GOODYEAR rubber heels of all — and consequently 
the best shoe sellers—are the Goodyear 

WI \ ( f () ()] Custom and the Goodyear Wingfoot. 
b ) They are tough and slow-wearing. They are 
HEEL handsome — adding to the good looks of 
. - even the best shoes. And they have the extra 


distinction — the extra sales appeal — of the 
greatest name in rubber. 


That’s why manufacturers willingly pay 
more for these heels. They know they’re a 
sure help in selling shoes! 


THE GREATEST NAME 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 














Pe Se ST 


= eee 


Se eee 
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Dollars Roll Into Store 


BBIG silver dollars took less than a 
week—90% of them, to move from 
pay envelope—through stores—and 
back to bank. 

E. B. Kimberlin, shoe merchant of 
Big Spring, Texas, says, “Manufac- 
turers of Big Spring gave each of 
their employees ten silver dollars 
with the instruction to spend all of 
them in a week’s time. On each dol- 
lar a label was stuck with the manu- 
facturer’s name and address on it. 
Every merchant in this city of 15,000 
population was instructed to turn 
over every dollar they received to 
the bank. After a week had passed 
90% of the dollars had passed back 
to the bank that the manufacturers 
had designated. 

“My shoe store gathered fifteen of 
these silver dollars, and I am sure I 
would not have sold these customers 
if this small ‘sales boost’ had not 
been given. 

“I personally feel that this is a 
loyal, business - getting, stimulating 
factor, that every city should try.” 

* * * 


“Dedicated to you fashionables 
who want the last word in foot flat- 
tery on a limited income.” 

(Marshall Field & Co., Chicago) 


—OPI— 


Touchdowns Promote Shoe 
Sales 


EN Watertown, Wisconsin, local mer- 
chants run a full page newspaper 
advertisement every Thursday night 
listing the football games to be 
played that week-end. Kern’s Shoe 
Store is cooperating in the advertise- 
ment. The football fans picking the 
greatest number of winners are re- 
warded with two tickets to one of the 


forthcoming games. The contest closes 
each Friday night and after the Sat- 
urday games the winners are an- 


nounced. 
= * * 


“Audaciously Young” 
(Chas. A. Stevens & Co., Chicago) 


—OPI— 
Signs Start Sales 


THE high wind in New England 
blew down the grand old trees on 
Main Street of a little Rhode Island 
town. A merchant saw with interest 
the huge wall space exposed on the 
side of his store that offered possi- 
bilities. 

Why not a grand display sign, he 
thought. No sooner said than done— 
several gallons of paint, and when 
trade was dull in the store he propped 
up a ladder and did the job himself. 
Having a New England knack for do- 
ing things with his own hands, and 
having very little money to spend for 
a professional job, he figured out the 
following: 

If I take a paper pattern the pro- 
portion of the wall, but in miniature, 
I can lay out squares and fill them 
in like this: 


The wording was to suit his adver- 
tising sense—for long range promo- 
tion. He ruled the squares on the 
wall and simply copied the text 
within each square. Result, an adver- 
tisement that works every day of the 





year at no cost more than the paim 
and the time and the elbow work. 
Try it on the walls of your town. 
* » = 


“Vintage colors —matchable neu 
wine suedes.” 


(Hanan, Chicago) 
—OPI— 
Extra Sales in Extra Sizes 


A LITTLE sign in the window of 
the Hanan Store on Broadway draws 
a particular group of customers. [1 
reads: 

We Carry Tuis Sty 

wn EEE Worus On ty 


The secret of the selling is that 
many of the workers in the garment 
district use foot treadle machines and 
the pressure and strain necessitate 
wide and comfortable shoes. Manager 
Joseph Bigley says that the style is 
carried in sizes up to 14, with every 
pair EEE wide; and the store is gain- 
ing a following far and wide. 

* *# #*# 

“As kind to your pocketbook as they 
are to your feet.” 

(The May Co., Los Angeles) 


—oPI— 
Window Style Show Attracts 


THE ). C. Penny Store staged « 
style show of living models as their 
part in the recent annual city-wide 
window-display contest staged by the 
South Bend, Indiana, merchants. A 
theatre curtain in the window was 
raised up only to knee height. Then 
living models marched back and forth 
on the stage with the public seeing 
only their feet. The latest styles of 
men’s, women’s and children’s shoes 
were presented. A large crowd was 
attracted to this effective display of 
shoes and hosiery. 
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BEST IDEA OF THE WEEK 


TWO IN ONE ADVERTISING 
(STEIGERWALT’S, PHILADELPHIA) 


O.P 41. editor—"*| hear that you dv an excellent job of 
low cost advertising, is that true? 


Manager J. F. Reist—“Yes. We supplement our news- 
paper advertising with a booklet made up from these 
ads and send this booklet out to our regular customers.” 


O.P.1. editor—“A sort of two in one advertising? * 


Manager Reist—‘Yes. We have a complete season's 
newspaper ads made up at one time—all three and one- 
half inches by two columns wide. Then we have the 
newspaper set the ads—cuts, copy, and price. We order 
electrotypes, then give the job printing contract for a 
booklet that serves as a catalog of the best numbers of 
the season.” 


O.P.1. editor—“How do you distribute it?” 


Manager Reist—“The regular mailing list of the sture 
gets the booklet in advance of the time when the ads 


appear in the newspaper, and in many cases, tears the 
pages out when ordering by mail. The net result is a 
complete catalog at the cost of the electrotypes and the 
printing.” 

The following introductory page of the booklet is a 
~tatement of the policy of Steigerwalt’s: 


“There is a tendency on the part of many establish- 
ments to succumb to the lure of price appeal. This 
store will adhere to quality standards, for we know that 
there are a sufficient number of people in the Phila- 
delphia metropolitan district who prefer and appreciate 
footwear of high quality standards. 


“Founded on the principle that there is no substitute 
fer quality, this store has consistently maintained that 
standard. Steigerwalt presents footwear at its finest— 
priced as low as quality will permit. Proven lasts, fine 
workmanship and outstanding styles have won and held 
thousands of friends to this store.” 











—oPrl— 


For Better Children’s 
Fitting 


@DN 39th Street, New York, a sign 
is displayed by the Indian Walk Shoe 
Store, saying: 


CHILDREN GROW RAPIDLY 


“Each added inch or ounce gained 
means a slight new balance for the little 
body. Children’s correct footwear, there- 
fore, obviates not alone trouble with their 
feet, but possible disturbance of the bone 
structure. Proper early attention to this 
important matter promotes a strong. 
healthful adult posture.” 


Manager John Byrne says, “In re- 
cent years we have made rapid strides 
in the development of scientifically 
designed shoes for children. If a de- 
fect is discovered in a child’s feet by 
one of our trained fitters, the proper 
corrections are built into the child’s 
shoes before they leave the store. If 
shoes are properly fitted in childhood 
it will prevent many adult foot trou- 
bles.” 

This careful fitting plus complete 
card files of each sale has enabled 
the Indian Walk Stores to fill orders 
from customers as far away as Aus- 
tralia. 


* * +. 
“They make the pavements feel like 
cushions.” 
(Davison’s, Atlanta) 





re 
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Here's the tnck—you choose your pumps 
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seence. patrmepaped bab ude on ome tate 
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Get two shoes for the price of one 
with this neat bit of legerdemain at 
Saks Fifth Avenue, New York. 


“There’s a revolution afoot—a rev- 
olution to give you fashionable shoes 
that literally fit like a glove.” 


(Titche—Goeltinger Co., Dallas) 


—OP1l— 
BDIALOGUE overheard in a shoe 


store: 

Clerk—“This is our platform shoe. 
Lady.” 

Customer—“Platform shoe? What's 
that, an extra heavy leather sole?” 

Clerk—“No, Madam. This sole is 
built up with a layer of felt.” 

Customer—“What’s that for?” 

Clerk—“To cushion your walk.” 

Customer—“I never had any trou- 
ble with the bottoms of my feet. It’s 
the tops that hurt.” 


* * * 


“Jewels should flash at your feet” 
(for evenings). 


(Jay Thorpe, N. Y.) 
—OPI— 


HIERE are a few advertising name~ 

used to promote platforms: 
Hi-Lo 
Footstools 
Coolies 
Double Decker 
Altitudes 
Pedestals 
Thickies 
Foot Pillow Clogs 
Sandwich Soles 
Stratas 

* * # 


Platforms 
Lifts 
Elevators 
Upper Levels 
Stratospheres 
Clogs 

Pattens 
Cushions 
Paddys 
Plateaus 


“Stream-lines for Travel.” 
(Franklin Simon’s, N. Y.) 

















BUILDS BOYS’ 


BEBEFORE getting into the story of how Charles Ames 
of the Bon Marche, Seattle, developed such a fine boys’ 
shoe business, these observations come to mind. 

The most obvious place in which to sell boys’ shoes 
is right in the stores where the fathers and mothers 
buy their own shoes. Among many shoe operators one 
senses that a feeling exists among these shoe men that 
they are forced by necessity or long standing custom 
to carry some boys’ shoes. Even so, “Why bother with 
them to any extent?” 

Then when a refreshing example pops up of how a 
buyer is finding his boys’ shoes a source of distinct 
profit, with a considerable amount of added traffic 
value, the second question arises, “Aren’t those other 
fellows losing a bet by just taking their boys’ shoe 
business for granted?” 

As to the background, Bon Marche is one of the 
larger department stores on the Pacific Coast. Seattle 
has ever been proud of Bon Marche, in its records, its 
performance, and its history. 

The boys’ shoe department here had been using 
shoes with the store label and, later, with no brand. In 
each case the season ended unsatisfactorily. 
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LINE PLUS PROMOTION 


SHOE BUSINESS 


by HARRY R. TERHUNE 


So when buyer Charles Ames decided that he could 
and would sell more boys’ shoes than he had been 
doing up to 1934, he looked the boys’ shoe field over 
carefully in order to select a ready selling and good 
fitting line. 

An initial order for 300 pairs was placed. An adver- 
tising campaign was planned which budgeted as much 
as the total cost of the merchandise. This included 
weekly copy on Fridays with the regular newspaper 
advertising; thousands of envelope stuffers for the 
store’s statements; two electric signs, one for the win- 
dows and one for the boys’ department; consent of the 
store management to have a continuous shoe unit in 
the boys’ clothing show window; once a month a com- 
plete boys’ shoe window. 

Now the people of Seattle are aware of the fact that 
Bon Marche has boys’ shoes to sell. Furthermore it is 
evident that Bon Marche is making every effort to 
prove to the boys of Seattle and vicinity that their trade 
is wanted and appreciated. 

[TURN TO PAGE 44, PLEASE] 


Why and how 
I built these new 


“Rotlee 


; neck of the bottle in the 
men’s shoe business is the retail 


shoe man. 


He hasn’t been making the money 
he should. 

Price, price, price! Squeeze, 
squeeze, squeeze! That has been the 
battle cry. And in the end the re- 
tailer has had to pay. 

Down here in St. Louis we de- 
cided that conditions weren’t going 
to get any better until somebody 
did something about it. 

What’s the answer? 

We believe it is in a new kind of 
specialization—the greatest mass 
production efficiency and the elim- 
ination of needless costs in distri- 


bution which will bring to the men’s 


shoe business a standard of value 
which has been attained, for exam- 
ple, in the automobile industry 

—a totally new conception of qual- 
ity and value in a $5 men’s shoe 
with enough margin left in it for 
the dealer to make some money 
and protection for him so he can 
maintain prices without worrying 
about the dealer next door who may 
be handling the same shoes under 
another name. 

That’s what we have set out to 
do, and our answer to this challenge 
is our new Roblee line. 

We decided that it was possible 
to put into a line of men’s shoes in 
the big $5 to $6.50 field a degree of 


sales appeal, customer satisfaction 


SHOEMAN 


ST. LOUIS, MISSOURI 


and dealer opportunity which has 
not existed up to this time. 

The new line is named after Mr. 
J. H. Roblee, one of the founders of 
the Brown Shoe Company. If ever 
a man lived who was a stickler for 
quality it was this fine gentleman. 
And that’s why we put his name on 


these shoes. 


We consider this particularly fit- CONTINUED 


What is the new name in men's 
shoes that makes a $5 bill stretch 
farther and offers more profit to the 
dealer? 


THE ANSWER IS 
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1 CEE Be — eee wee 


ting, coming as it does on the eve of 
our sixtieth anniversary. 
. . * 

There will be two lines of Roblee 
Shoes 
—the line which is priced to 
start at $5 will contain our 
popular and exclusive Tread 
Straight feature 
—and the $6.50 line which will 
have the patented Air Step fea- 
ture that has gone over so big 


in our women’s line, and which 


has already made a real hit 


with men. 
* 7 © 

I have always remembered what 
a successful retailer told me years 
ago, “‘If they don’t feel good on, you 
can’t sell them. If they do feel good 
on, you can usually get a little more 
for them.” 

That’s the beauty of shoes with 
this Tread Straight principle—they 
feel good on — of course with plenty 
of style. 

With all of the emphasis that is 
being put on correct posture today 


you will find this feature a natural. 


of fit at the instep and an upstand- 
ing feeling that makes you hold 
your chin up and feel a half-inch 
taller. 


In the Air Step feature you also 
get something you can see and feel 
—a new spring in your step—a 
built-in shock absorber that makes 
walking more fun. We call it our 
“Magic Sole.” 


The one piece cellular filler not 
only cushions every step, but it 
brings an entirely new 
comfort to shoes by 
actually ventilating 
the sole of the shoe 


Straight and Air Step ideas to be 
the best selling features in men’s 
shoes today. 

But that’s only part of the Roblee 
story. 
What makes a good shoe good? 


It is so easy to turn out pretty 
good looking shoes at almost any 
price and there are so many tricks 
to the trade that I am taking this 
space to tell retailers some of the 
quality features which we have built 
into these Roblee 
Shoes. 

Having come up 
through the leather 


What new line 
of men’s shoes 
contains the 
greatest selling 


features in the 


and insulating it 
against heat and cold. 

The tread is dis- 
tributed over the full 
area of the sole. This 
minimizes the bumps and gutters 
on the inside of the shoe and gives 
longer wear. 

This Air Step idea is revolution- 
ary in the business, but it is proved 
and tested. As you know, Brown 
was the first large manufacturer in 
the field with the cellular cushion 


idea which is now being widely 





SORTING OUT THE SKINS— Scene from one of the leather rooms at 
Brown Shoe Company —expert selecting first quality skins for 
making Roblee uppers 


Heel and shank are constructed 
so they tend to make you walk as 
nature intended—balanced motion 
—toes straight ahead. The minute 
you try a pair you get a new sense 


copied. We have methods practiced 
by no other manufacturer—not to 
mention far greater experience in 
this type of construction. 


We firmly believe these Tread 


business today? 
THE ANSWER IS 


end of the business, 
I am especially inter- 
ested in good leather 
as a factor of quality. 

Here are a few 
highlights about the construction 


and materials in Roblee Shoes. 


The upper leather is full grain 
plump weight calf skin from the 
select part of the hide—no side 
leather—no “hen skin’ or shoddy 
leathers that quickly lose their shape. 

Even the linings are extra qual- 
ity. You know what linings have to 
do with the wear of a shoe. Ours are 
up to U. S. Army standards—and 
you can’t do better than that. 

The “‘Doubler’’ or underlining 
which absorbs the crease and holds 


the shape of the shoe is top quality 


material. It’s in hidden points like conti 


What wili be the best advertised 


line of men’s shoes? 


THE ANSWER IS 












What new name in men’s shoes 
offers the dealer protected 
territory? 








THE ANSWER IS 


this that quality in shoe making 


counts. 


The outsole is Oak Bend No. 1 
selection—the best part of the hide. 


Box toes that will not let you 
down. Flexible insoles especially 
treated to prevent cracking. Un- 


usual quality in every detail. 


Some of these points may seem a 
little technical, but I believe that 
the customer is entitled to more in- 
formation about what he is getting 
for his money. The average man 
knows little or nothing about the 
shoes he buys. We believe he would 
like to know. There are a lot of 
quality features about Roblee Shoes 
that you can get your hooks into 


and use at the fitting stool. 


These are the things which will 
make Roblee Shoes famous for 
standing up and which in the long 


run will keep customers coming 


back to your store. 


Our styling is advanced but it is 
not tricky or fly-by-night. We have 
gone the limit to develop for you 
good aristocratic lasts—lasts scien- 
tifically developed to insure shoes 
that really fit. 

I have been with this company 
since I was 14 years old. W.S. Powell, 
in charge of our tanneries, has been 
in the leather business practically 
all of his life. 

I have seen our company and its 
subsidiaries produce more than 300 
million pairs of shoes. We have the 
experience, we have the volume, and 
with our 20 great plants we have 
the facilities to do a quality job on 
a big scale—value for the customer 
—profit for the dealer. 

The line will be complete, com- 
peting with other men’s specialty 
lines—brogues, French toes and 
conservative lasts—calf, kid and 
kangaroo—all types of sport shoes. 

Roblee Shoes will be advertised 
in full color pages in leading na- 
tional magazines. We ‘eel confident 
that it will be the best advertised 
line of men’s shoes in America. 


Everything about this proposition 











is new—product, packaging, pric- 
ing, advertising, merchandising. 
Our proposition to dealers is an 
attractive one—not only in terms 
of outstanding value, good styling 
and national advertising, but under 
a plan which enables you to make 


money on every pair. 


Remember, Roblee Shoes will be 
sold on a protected-territory basis 
aimed to eliminate one of the great- 


est evils of the retail shoe business. 


A few dealers who have visited 
St. Louis for an advance look at the 
Roblee line say it is the biggest 
thing that has happened in the 


men’s shoe field in years. 


The Robleeline will be sold through 
a separate and specialized organi- 
zation known as the United Men’s 
Division of the Brown Shoe Com- 
pany. In addition to the new Roblee 
Shoes for men, United representa- 
tives will carry Buster Brown Shoes 
for boys and other Brownbilt lines for 
men and boys. 

Write me immediately if you are 
interested in a Roblee franchise in 


your territory. 





PRESIDENT, BROWN SHOE COMPANY 





ST. LOUIS 


wblee 


SHOES FOR 


MEN 
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“UNISHANK” 
adds WEAR 


and COMFORT 
and APPEARANCE 


to every shoe in which it is used 









The reasons are simple — 





“UNISHANK” helps the shoe 





e to retain its shape 





e to hold its proper tread 







e to provide perfect foot 





support until completely 






worn out. 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 












year. It would not be surprising to 
see a scramble to purchase by retailers 
who have overplayed hand-to-mouth 
buying. Current sales prospects are 
considered especially favorable in the 
Northwest, Southwest, and Southeast. 


Higher Shoe Prices Indicated 


“Turning to shoe prices, we find them 
on the average somewhat below a year 
ago. However, considering the extent 
of the business recession and intense 
competition, they held up well. Today, 
known unfavorable factors have been 
thoroughly discounted and the market 
has reached bottom. With raw mate- 
rials costs advancing and with larger 
sales anticipated, price changes will 
favor the upside. All things considered, 
higher rather than lower shoe markets 
are indicated for 1939. 

“As we view the outlook, 1939 will be 
a better year for the shoe industry 
than 1938. Total production of boots 
and shoes, excluding rubber, should be 
from 10 per cent to 14 per cent above 
this year. Shoe sales will fully benefit 
from the business upswing, higher raw 
material costs are indicated and some 
increase in prices is anticipated, the 
competition will serve as a brake to 
advances. This is an excellent time for 
distributors to replenish depleted in- 
ventories, especially of staple lines. 
However, it is a poor time for shoe 
manufacturers to accept long-term 
orders at current prices.” 

At the opening session at the Palmer 
House on Thursday, Oct. 20, Chairman 
Carl F. Danner reviewed industry 
problems and matters of policy from 
the practical standpoint. As retiring 
Chairman of the Board, Mr. Danner 
spoke frankly and stressed the fact 
that “the industry as a whole has 
reached practical stability and is un- 
likely to expand much faster than the 
normal population increase.” The solu- 
tion, he stated, rested on “universal 
recognition of these circumstances and 
adequate leadership within the indus- 
try.” Mr. Danner urged the more com- 
plete co-operation of the various di- 
visions and the active interest of the 
more important producers. 

Mr. Danner’s talk was followed by 
the report of the Executive Vice-Presi- 
dent, Merrill Watson, who made a 
formal report on the Council’s activi- 
ties, summarizing the work of the pre- 
ceding year in considerable detail. After 
the luncheon John C. Gall, associate 
counsel for the National Association of 
Manufacturers, spoke on “Labor Re- 
lations Here and Abroad,” followed by 
group meetings and the meeting of the 
Board of Directors. 

At the general session held on Fri- 
day, Oct. 21, Floyd Y. Keeler, President 
of the Commodity Exchange, Inc., spoke 
on the “Tanners’ Use of Hide Futures 


[CONTINUED FROM PAGE 21] 


Market,” mentioning the establishment 
of standard contract grades. He em- 
phasized the Price Insurance which is 
made possible by the use of an efficient- 
ly operating commodity exchange. His 
talk was followed by one by Thomas 
W. Howard, assistant manager of the 
Department of Manufactures of the 
Chamber of Commerce of the United 
States, who explained the operation of 
the Federal Wage and Hour Law. Ray- 
mond Gram Swing, European Corre- 
spondent and News Commentator, dis- 
cussed the European situation. 

The results of the election of officers 
were as follows: Harold Connett, Sur- 
pass Leather Co., Philadelphia, Pa., 





Medieval Shoe Craftsmen 





From The BETTMAN ARCHIVE 


Shoemakers in Rembrandt's time. 
Copper engraving by Van Vliet, a 
pupil of Rembrandt. The master 
and are hard at 
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SHOE OUTLOOK BRIGHTER 






was elected Chairman of the Board; 
E. W. Pervere of Howes Bros. Co., Bos- 
ton, Vice-Chairman; and Frank H. 
Miller of G. Levor & Co., Gloversville, 
N. Y., Treasurer. Merrill H. Watson 
was re-elected Executive Vice-Presi- 
dent, and J. L. Nelson was re-elected 
Secretary of the Council. 





Consumers Course Given at 


Milwaukee 


MILWAUKEE, WIis.—“Shopping for 
satisfaction, or the homemaker’s guide 
to better buying,” is a new two-year 
course being offered each Thursday 
night at the Milwaukee Vocational 
school by P. L. Kellenberger, director 
of junior assembly programs and pub- 
lic speaking. 

The current course concerns buying 
habits, installment buying and good 
buying methods, with special informa- 
tion on furs, clothing and shoes, home 
furnishings, electrical equipment and 
automobiles. Next year the class will 
study sources of information about 
goods, advertising and selling methods, 
with buying information on _ foods, 
drugs, cosmetics, home equipment and 
radios. 

No information on brands is given, 
though students are referred to pub- 
lications of better business bureaus 
and Consumer’s Research reports. 

Popular beliefs that price indicates 
quality, that nationally advertised prod- 
ucts must be good, and that a sale is 
always a sale for the buyer, are dis- 
cussed by the class which uses no 
text books. 


Shoe Production in Canada 
Shows Gain 


MONTREAL, CANADA—The Dominion 
Bureau of Statistics reports August 
manufactures of leather footwear were 
computed at 2,178,202 pairs, the high- 
est point reached so far this year. In 
July output totaled 1,626,772 pairs 
and in August, 1937, production was 
2,321,489 pairs. 

Aggregate production during the 
eight months this year amounted to 
14,751,827 pairs compared with 16,- 
860,233 in same period of last year. 

The imports of leather footwear in 
August totaled 72,739 pairs at $131,- 
973 compared with 57,685 worth $119,- 
457 in August, 1937. Principal coun- 
tries of origin were United States, the 
United Kingdom and Czechoslovakia. 

Domestic exports of leather footwear 
totaled 28,103 pairs valued at $67,025 
compared with 56,041 at $125,263 a 
year ago. The United Kingdom, New 
Zealand and Jamaica took the bulk. 
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We agree with the individual who expressed admiration for 
Kistler BENCH BRAND Sole Leather by saying, “You don’t need 
glasses to see the quality.” That’s expressing it truly as well as 
originally. 

Were you to draw a cut sole of this leather through your fingers, 
your sense of touch would not deceive you. The surface is amazingly 
smooth. It shines like a sun-kissed apple. You'll detect its firmness 
and to feel its substance is to say, “It takes a critter of size and 
weight to furnish a hide that can be tanned like that.” Run a finger 
along its well-defined, sturdy edge and you will have an idea of 
results when a real job of edge trimming is done on the shoe. 

Men’s shoes with Kistler BENCH BRAND Sole Leather are 
selling every day. Are you among the dealers benefiting by their 
sale? 
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Te1S CHART REPRESENTS 4 


VBEO FOR KISTLER GENCH 


IT STARTED THE TREND... 


IT’s orm fe Spuate-Loed 
stele Leader. 


Lanz of Salzburg designed it for Stetson in his 
Tyrolean workshop. Nothing has come along 
since that has captured popular i 
much as this original adaptation of the colorful 
and comfortable peasant footwear. Its name 
and its inimitable character are exclusively 
Stetson's. Push the Barge for profit! 

THE STETSON SHOE CO., INC., SO. WEYMOUTH, MASS. 


“BARGE” TRADE-MARK 


. ts and statements 
Many advertise — red in trade mag 
i 


ujieating that 
‘en's and Women 5 


bere estes a 
3 e 
certain ROE.” 








STETSON WALKS THE 
FIRST TEN MILES 
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New Shoe Section 


Cuicaco, Itt. —“Staccatoe” is the 
name given the newest shoe section 


The name “Staccatoe” has been ap- 
plied because it means short and snappy 
and refers to the type of shoes featured 
there. They are nearly all high styled, 
many sport models, and many short 
vamp numbers. There are a large sup- 
ply of platforms which are selling very 
well, spool and Dutch boy heels, and 
lastex suede. There is also a good sup- 
ply of evening slippers. 

Differing from the regular shoe de- 
partment, this new section is furnished 
in the salon mode. There is none of 
the conventional furniture, but chaise 
longues, easy chairs and other similar 
furniture take its place. 


Open New Regent Store 


NEw ORLEANS—The new store for 
Regent Shoes on St. Charles Street had 
its formal opening recently in obser- 
vance of the 40th anniversary of the 
foundirig of the home-owned, home- 
operated firm. The firm is managed by 
R. G. Fernandez at its new location 
which is now at 316 St. Charles. Ac- 
cording to Mr. Fernandez, “Everything 
in the store is new except our reputa- 
tion for selling quality and style in 
shoes at a low price.” 

The facade is of black carrara glass 
and stainless steel in keeping with 
modern trends. Large display windows 
on either side of the vestibule make 
use of curved glass, indirect display 
lighting and other innovations, includ- 
ing glass display fixtures. The floor 
of the vestibule is of inlaid terrazo in 
keeping with the character of the 
facade. The store is lighted inside by 
semi-indirect fixtures which are stream- 
lined. Installation of an air-condition- 
ing system will be completed for use 
next Summer. 

Mr. Fernandez said the new store 
had been patterned after establishments 
in the North and East. “Since we are 
a year ahead in our shoe styles, we 
wanted to bear out the same scheme 
in store design,” he said. The Regent 
concern was founded in 1898. 


Personnel Changes in 
Denver Stores 


Denver, CoLo.—W. J. Carty, former- 
ly with the Denver Dry Goods Co. and 
more recently manager of Walkover 
shoes in St. Louis, Mo., is succeeding Sy 
Byrne as assistant buyer at the Denver 
Dry Goods. Mr. Byrne took charge of 
the women’s and children’s shoes at 
Joslin’s (Denver). Eight and one-half 
years’ experience at the Denver Dry 
Goods led to this promotion as chief 
buyer in the neighboring store. 

According to Mr. Carty, black elasti- 
cized suede is becoming definitely im- 
portant and is definitely accepted by 
Denver women. This is the big lead at 
the Denver Dry Goods. 


Opens Second Store 


Cuicaco, ILt.—William Philip, who 
operates a store known at Philip’s 
Shoes at 4906 W. Cermak Road, and 
Charles Youdris, who was associated 
with him there, have opened a new 
store at 2139 Cicero Avenue. The new 
store, which is known as Billy’s Shoes, 
is operated by Mr. Youdris. This loca- 
tion was formerly owned by B. Taub 
and operated as Taub’s Shoe Store. 
Mr. Taub has moved his store to 130th 
and Western. The new Billy’s Shoes 
features shoes in the novelty and lower- 
price grades and the Philip store will 
continue to sell the better and higher- 
priced shoes. Both stores are within a 
block of the Western Electric Co. and 
thus cater to all price ranges among 
the workers from the office employees 
down to the factory help. 
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BOOT AND SHOE RECORDER .... DECEMBER 24, 1938 


AMERICAN ENTERPRISE NUMBER 
. 
gue ad 
Boot And Shoe Recorder’s Annual National Shoe Fair issue to 
be dated December 24, 1938 and to be called the American 
Enterprise Number.* This annual issue, featuring a complete 
review of the year in shoes and leather, and a forecast of the 
year to come in shoe fashions and merchandising, has been accepted 
as the buying guide for thousands of retailers who will attend 
the National Shoe Fair at the Hotel Stevens, Chicago, January 
3, 4, 5, 6. It will be as well, the year-round reference book of 


the entire shoe and leather industries. Forms for this issue close 


in New York on December 12. 


*The promotional themes of previous annual issues of Boot And Shoe 
Recorder have afforded advertisers an ideal background for the presentation 
of their messages and in some cases have provided an actual keynote for 
that advertising. This year Boot And Shoe Recorder feels that it has 
in American Enterprise and its place in American Shoe Retailing an 
excellent theme for this most significant issue. 


BOOT ann SHOE RECORDER 


A Chilton ® Publication 239 West 39th Street, New York City 
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HERE IS A The 
famous name CROSSETT 
MAN’S SHOE } 5 LO) 3 


you can depend on! 
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BK RICHMOND 


STOCK NUMBER 1125 
Barrmoor Medium 


Heel. Brass Eyelets 


D stributors of 
CROSSETT SHOES 


In shoes, as elsewhere, only basic values pay 
long-term dividends. On this premise Crossett 
Shoe was established . . . today distinguishes 
one of the finest values in men’s five dollar re- 
tailers ... will be as dependable tomorrow as it 
has been for fifty years. 


For the retailer intending to establish and main- 
tain his men’s shoe business by value giving and 
customer satisfaction, Crossett Shoes are the 
“odds-on” favorite. 


The nearest distributor listed at the left will 


The SETT gladly give you an opportunity to compare 
Crossett values . . . will give the efficient and 


os -~Shoe prompt stock service which makes for better 


"MAKES LIFE'S WALK EASY” turnover and profit. 
TRADE MARK 





CHILD'S ELK MOCCASIN 


CHILD'S VEAL ONE STRAP 


>The moccasin is of 
lined with brown felt an 


brown Elk, - 
with either 


soil-proof padded or leather soles. 
>The one strap is of firm veal in blue, 
brown—sateen 


red and 
padded soil-proof soles. 


lined and with 


>Two patterns in the outstanding line 


of Children’s quality sli 


> Priced to retail at $1.95 to $2.25. 
Other children's styles $1.25 to $2.50. 
Footgluv 


> Consumer acceptance 


slippers is constantly increasing. 
ASK FOR OUR NEW “VOLUME 
cfm 1 


SWAN SHOE COMPANY 


vo 


K EWN TRE 


AND 
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All the newspaper mats, price tickets, 
window cards and all advertising ma- 
terial furnished by the manufacturer 
were utilized by the store with the re- 
sult that each year since 1934, Ames 
has been able to double his boys’ busi- 
ness over that done the previous year. 

There is an interesting angle to the 
boys’ shoe business here, and to quote 
Mr. Ames: “I was shooting over the 
parents’ heads in retail prices of boys’ 
shoes. Our volume lies in three prices, 
$3.00, $3.50 and $4.00. Mothers either 
charge junior’s shoes or pays for them 
out of her weekly allowance of house- 
hold money, so a $5.00 bill looks pretty 
big to that mother. 

“Experience has taught us the need 
of creating ideas which will cause the 
boy to want to come to Bon Marche in 
preference to other stores for his shoes. 
For the past several seasons we have 
done this with contests on subjects that 
are interesting to boys. One was an 
actual elementary ground course in 
aviation. Boys are interested in pass- 
ing this course so that they may obtain 
their pilot’s certificates, autographed 
by a real airline mail pilot. Seattle as 
a whole is most airminded and com- 
pletely sold on United Airlines and 
Northwest Airlines and their fine pilots. 
Boys see a hero in each airline pilot 
and each boy’s ambition is to be a flier, 
or at least an early passenger. 

“Last season my co-worker, Frank E. 
Sullivan of our other shoe department, 


A Good Line Plus Sales Promotion 
Builds Boys’ Business 


[CONTINUED FROM PAGE 32] 


asked me about our successful record 
in boys’ shoe selling. He asked me to 
allow him to buy this same line of boys 
shoes. Even with the line being carried 
in two different departments in the 
same store, our steady gains are tak- 
ing place as regularly as clockwork.” 

This is the story of an unusual sit- 
uation. Boys’ business is hard to get, 
hard to hold; two shoe buyers under 
the same roof are handling the same 
line of shoes, and both are doing ex- 
eptionally well with them. True every 
four years every store has a new set 
of boy customers. The old set now 
wears men’s sizes and a new lot are 
regularly coming along to be educated 
in where they should buy their shoes. 
This continuous procession is one thing 
that makes the boys’ business a live 
one, it is learned here in Seattle. 

It is an assured fact that older boys, 
realizing how well they have been 
treated at the Bon Marche when young- 
er, have continued to be loyal patrons 
of the store’s men’s shoe department. 

A boys’ shoe business can be oper- 
ated in a profitable manner. A store, 
however, must let the public know it 
has a modern, well equipped shoe de- 
partment for boys. Parents and boys 
must know the store has a good line 
of shoes. And this line of shoes must 
“have something on the ball” that keen 
buyers like Charles Ames and Frank 
Sullivan are always looking for in any 
line they buy for Bon Marche. 





Boston Shoe Club Holds 


Dinner Meeting 


Boston, Mass.—The first regular 
dinner meeting of the Boston Shoe 
Club, composed of shoe retailers in this 
city and vicinity, was held October 20 
at the Hotel Touraine, the speaker of 
the evening being Thomas F. Hurley, 
of “The Salesmen’s Forum,” an organ- 
ization at the meetings of which execu- 
tives and men engaged in selling 
gather and exchange ideas. 

Mr. Hurley, whose subject was “It 
Takes Quick Thinking To Sell,” illus- 
trated his major premise, that “the 
fellow who can think is the fellow who 
can sell” by telling the story of the 
woman who walked into a Boston shoe 
department, asked if all the shoes in 
the window were in stock in the store 
and received the following answer from 
the salesman: 

“Won’t you sit down, please? What 
is your size?” 

“Just a minute,” said the woman, 
“hadn’t we better go out to the window 
so I can point out to you what style 
I have in mind?” 

“Who was doing the thinking that 
time?” concluded Mr. Hurley, “the 





prospective customer or the salesman?” 

Mr. Hurley told his listeners that, 
judging from shopping tours on which 
he has engaged, he is convinced that 
the retail salesmen know the shoe busi- 
ness thoroughly, but that they do not 
know people. Not only do they not 
know people but they don’t know how 
they are apt to react to any given type 
of salesmanship or persuasion; nor do 
they know what to do with a reaction 
when it lands in their laps. 

At one point in his address, referring 
to action taken during the business 
session of the club in setting up a pro- 
gram committee designed to attract a 
larger attendance, he ventured the opin- 
ion that a better idea would be to ap- 
point a grievance committee whose job 
would be to haul every merchant in 
the city into the meeting to tell what 
they did not like about the club. In 
his way, he said, constructive ideas 
would be advanced. 

The committee as appointed by Pres- 
ident Philip Bayes consists of Henry 
H. Dahl, of the Thayer McNeil Co.; 
William J. Walsh, Walsh Arch Shoe 
Shop; Thomas J. Connors, Sterling 
Shoe Store; H. E. Monroe, Walk-Over 
stores; and Roger Curtis, of the Curtis 
Shoe Co. stores. 
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SELL THOSE WINDOW SHOPPERS 
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FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 
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Colorful price tickets in The size—1',” x 234”— is 
rt sani - denomi- 6 Dozen large — . eo the 
nations w ress up your eye, and small enough to 
displays, and make selling $ 1 10 give the shoe prominence. 
easier. Blank tickets, show- The tickets are attached 
ing the design only, are 12 Dozen neatly to any part of the 
also available. S 9 00 shoe with our Price Ticket 
We have in stock a com- . Clips which are priced at 
plete selection of designs $4.00 per gross—$2.25 per 
and color combinations. half gross. 
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We will send a circular showing actual samples, at your request. 














BOOT & SHOE RECORDER + MERCHANTS SERVICE + 209 SO. STATE ST «CHICAGO, ILLINOIS 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 


COLORFUL AND EFFECTIVE SERVICE | MONTHLY CARDS HOLDERS 
SHOW CARD AND PRICE TICKET 
ie ods . - New and seasonal dis- No. | $5.00 12 6 

cards and harmonizing price 
oe he every month with informa- No. 2 4.00 8 4 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- No. 3 3.00 6 2 
chise basis. WRITE for samples 
and further information. No. 4 2.25 4 
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Statisticians might verify the fact that modern dancing increases 
shoe (and sole) strain about one hundred per cent. More reason 
why you should give serious consideration to the advantages of 
soles having more even resistance to all kinds of strain: England 


Walton Fibre-Sorted Soles. 


A pair of soles may look alike, but that doesn’t 
mean they’re alike inside where sole failures 
begin. Note the stringy fibres in the circle above; 
the compact structure of the fibres in the lower 
circle. How could soles, with those differences in 
fibre structure, give equal arch support, equal 
resistance to wear, equal flexibility? 

Specify England Walton Fibre-Sorted Soles, mated 


by men as expert in detecting fibre differences as 
the microscope itself. Get the more even wearing 
qualities these soles give your customers, and 
those customers will return again . . . and again. 
“Men With Magnifying Eyes” will be sent to you 
free. It tells more about the advantages-to-you of 
fibre-sorting. Write for it. 


ENGLAND WALTON DIVISION—A. C. Lawnzence Leatuer Co. 
Boston Philadelphia New York Chicago San Francisco Ashland St. Louis Milwaukee 


ENGLAND WALTON ecco 





CUT SOLES anv SOLE LEATHER x 


PURE OAK BARK TANNED 
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THIS WEEK IN THE 


Saturday, Octeber 29, 


SHOE TRADE 


Natienal News 





Philadelphia Shoe Men Fix Clearance Date 





Shoe Merchants Guild Also Discuss the Question of a Uniform 
Date for Openings of Spring Footwear 


PHILADELPHIA, Pa.—Definite accom- 
plishments marked the stated Fall 
meeting of the Philadelphia Shoe Mer- 
chants Guild held on Tuesday of last 
week at the Hotel Adelphia. The or- 
ganization is composed of retail shoe 
and specialty store members, chiefly 
those located on Chestnut Street in this 
city. One of the principal matters de- 
cided upon was the adoption of a date 
before which general Fall clearance 
sales will not be held. The date de- 
cided upon was December 27. Consid- 
eration was given to modification of 
this decision for special November an- 
niversary birthday and removal sales. 

Another important matter was the 
discussion of a fixed date for the open- 
ing of Spring merchandise, the thought 
being that a uniform appearance of 
Spring merchandise in store windows 
and store stocks would have a psycho- 
logical effect upon the public that 
would increase interest to a greater 
extent than openings which would oc- 
cur just incidentally, as circumstances 
dictated. 

Alorig the same lines there was some 
discussion .as to the advisability of 
keeping all Chestnut Street stores open 
on ome mid-week day evening, in co- 
operation with other Chestnut Street 
stores in other lines of business. 

Although the organization is small so 
far as numbers is concerned, the report 
of the secretary, which was read at 
the meeting, showed a record of ac- 
complishment since its organization 
that is one of which to be proud. Con- 


trol of general clearance sales, mean- 
ing that sales would not be held before 
these dates, is one of them. These other 
items are noteworthy. 

Dec. 26, 1936—-Membership pledge of 
cooperation. 

Jan. 10, 1937—The Guild’s Insignia 
was approved. 

Sept. 23, 1937—Membership certifi- 
cate, insignia and seals were distrib- 
uted. 

Sept. 23, 1937—Protested the adop- 
tion of an ordinance regulating the 
collection of ashes, rubbish and gar- 


Oct. 1, 1937—Cooperative advertis- 
ing campaign approved; Dates—Oct. 
5 to Oct. 20. 

Oct. 1, 1937—An advertising fund 
was established. 

Oct. 7, 1937—Protesting importation 
of Czechoslovakian footwear—Resolu- 
tion forwarded to Secretary of State 
Cordell Hull. 

Jan. 27, 1938—Protesting unlaw- 
ful picketing. Soliciting the coopera- 
tion of the Philadelphia Merchants 
Association to curb this intolerable 
abuse. 

May 6, 1938—Requesting the City 
of Philadelphia authorities to limit col- 
lection of sales tax to deliveries within 
City limits. 

It was urged in the general discus- 
sion following the regular order of 
business that members should to a 
greater extent accent their member- 
ship in the Guild in their own adver- 
tising and promotions by referring to 


their guild membership. They were 
urged to display the Guild emblem to 
a greater extent in connection with the 
general conduct of their business. 


F. E..Ballou Celebrates 80th 
Birthday 


PROVIDENCE, R. I.—F rank E. Ballou, 
founder and chairman of the board of 
directors of F. E. Ballou & Co., cele- 
brated his 80th birthday on October 17. 
He was greeted by official representa- 
tives of the city government headed by 
Speaker James H. Kiernan, who gave 
a short congratulatory talk to Mr. Bal- 
lou. The latter was praised highly for 
his 26 years of service to the people 
of his district, Mr. Ballou having 
served that length of time in the Gen- 
eral Assembly. 

The group presented Mr. Ballou with 
a smoking set, the gift of members of 
the House of Representatives, and Mr. 
Kiernan gave Mr. Ballou a horseshoe 
bouquet of roses as a personal gift. At 
the same time, Mr. Ballou was pre- 
sented various telegrams from business 
and service clubs of which he is a 
member. 

Mr. Ballou’s birthday celebration oc- 
curred on the day his shoe store re- 
opened following Rhode Island’s hurri- 
cane and tidal wave. 


Harry Bandy, Jr., Succeeds 
Father 


Los ANGELES, CALIF.—Harry Bandy, 
Jr., who had been assisting his father, 
Harry Bandy, Sr., in representing 
the Jarman line on the West Coast, has 
now taken over the entire territory fol- 
lowing the sudden death of his father. 











of the rear partition, and the little ones 
don’t see what I do at all. 

“This entrance to the stock depart- 
ment has French doors which can be 
closed if any of the young visitors be- 
come too inquisitive. Thus I am able to 
prevent the children’s getting into mis- 
chief, without at any time having to 
remonstrate with them.” 

Years of fitting new shoes to all sizes 
of little feet belonging to children of 
all ages, racial descents, and individual 
temperaments have brought Mr. Stege- 
man to the belief that the surest way to 
avoid trouble with youngsters is to keep 
their minds off the operation in process. 

“At one time I was puzzled when 
very small children began to scream 
and cry when I approached them with 
the foot measuring stick,” he said. 
“Finally, however, I began to under- 
stand that they associated the imple- 
ment J held in my hand with a dentist’s 
forceps or the hypodermic needle of a 
physician. They feared I was going to 
do something that would hurt. 

“On such occasions talk does no good; 
you can’t reason with a frightened 
child. I finally solved this problem by 
finding means to divert the little ones’ 
attention from me altogether. 

“For my new store I have had built 
two specially designed high chairs with 
unusually broad trays. When the 
youngsters is seated in such a chair he 
can’t see his feet, and he is, in addition, 
given a toy to play with. I kneel quick- 
ly before the chair and get a measure- 
ment before he has any idea what is 
going on. 

“For children too large to be put in 
the high chairs, but small enough to 
view my approach with suspicion, I 
have a couple of unusually large toys— 
one a wooden ferryboat, and the other 
a wooden barn. The youngster sits on 
the bench and the parent beside him 
engages his attention with the toy, 
which is held in such a position that it 
cuts off the view of his feet. Again, I 
kneel and get the measurement before 
he knows what it is all about.” 

Other toys designed by Mr. Stegeman 
for the entertainment of juvenile cus- 
tomers include wooden animal cutouts, 
a freight ship, a tugboat, building 
blocks contained in a tray mounted on 
wheels, and various unnamed devices 
for very small children. All these toys 
are covered with non-poisonous paint, 
red, white, and black being the prevail- 
ing shades. 

These playthings have proven highly 
useful in holding the attention of 
youngsters who are brought in to wait 
while a brother or sister is fitted with 
shoes, and who might otherwise be rest- 
less and destructive. 

Every child is given an inexpensive 
souvenir every time he enters the Stege- 
man shop. Such gifts include puzzles, 
rubber balls and animals, autos, etc., 
the cost ranging from 8c. to 5c. 

“T have found in past years that chil- 
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dren have more voice in selecting where 
their shoes shall be bought than many 
people think,” Mr. Stegeman said. “If 
they can look forward to a gift every 
time they come to my place, they will 
quickly associate it with a pleasant ex- 
perience, and urge their parents to 
bring them here when there are shoes 
to be purchased. This is not mere spec- 
ulation on my part. I have tested the 
scheme and it works beautifully.” 

Mr. Stegeman has his firm name on 
all toys to which it can be affixed, and 
is not averse to making gifts to children 
who are not customers, merely for the 
general advertising value. 

Although Evanston possesses several 
firms specializing in delivering goods 
for small retail buinesses, Mr. Setge- 
man uses the U. S. mail exclusively. 

“My average local postage cost for 
light shoes is 8 cents, and for heavier 
shoes, 10 cents,” he said. “There is 
never any question about collecting 
C.0.D. deliveries; the postal depart- 
ment is 100 per cent efficient. Nor is 
there ever any trouble over delivery 
men being offensive to customers when 
the U. S. mails are used. 

“TI can have a pair of sboes delivered 
overnight by mail, which is satisfactory 
to the great bulk of our customers. If 
rush service is demanded, we can always 
use special delivery. 

“The local private delivery companies 
charge 20 cents for deliveries in Evans- 
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Novel Methods Successful in New Children’s Store 









ton and 25 cents for deliveries outside. 
One of them lost a C.O.D. package for 
me, causing no end of irritation to my 
customer, and that is what switched me 
to the mails.” 

Shoes are mailed in their original 
boxes, an extra lid being placed on the 
bottom to add strength to the package. 
At first Mr. Stegeman put corrugated 
paper around the boxes for this purpose, 
but discovered that an extra lid on the 
bottom served as well, and made a far 
better looking package when the parcel 
was unwrapped. 

Postcards are sent to customers to 
advertise bargain sales, and follow-up 
letters are sent out under first class 
mail, but apart from these, newspaper 
space is the only medium used regu- 
larly. 

“My experience in the past 18 years 
has been that word-of-mouth advertis- 
ing is the only kind that really counts 
in selling children’s shoes,” explained 
Mr. Stegeman, “and while I think it is 
smart for any business house to keep 
its name before the public constantly, 
I have also found that institutional copy 
seems best as a groundwork for this. 
My newspaper ads have no illustrations 
and they never mention price.” 

All sales are carefully recorded, and 
when a customer complains about the 
service given by a pair of shoes Mr. 
Stegeman volunteers to make an adjust- 

[TURN TO PAGE 59, PLEASE] 








One Hundred and Sixty Footwear Styles 
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Five Rhythmie New Doeskin Colors 
For Resort Shoes in a Peasant Mood 


923—Butterball Beige E nformality is the keynote of the coming sea- 
son’s resort collections. Colors have the lilt of 
947—Flamingo 
a Balkan mazurka and are combined with a 
939—Teal Biue tuneful abandon. For shoes in this playful 
mood, Allied Kid Company presents five new 
953—Cyclamen Pink 
colors, all of which may be used interchange- 


909—Lacquer Red ably, or alone. 


STANDARD KID DIVISION 
‘ ALLIED. KID COMPANY 


209 South Street, Boston, Massachusetts 





Reinforcement 
Vamp and Quarter Lining 























F. J. Moncey Opens Own 
Department at Reel’s 


MILWAUKEE, Wis.—F. J. Moncey, 
formerly with the Midland Shoe Com- 
pany of St. Louis, which operates shoe 
departments in several department and 
ready-to-wear stores in the Mid West, 
has resigned his position as general 
manager in charge of these depart- 
ments, to open his own women’s shoe 
department at Reel’s, ready-to-wear 
store in Milwaukee. 

Prior to his association with the 
Midland Shoe Company, Mr. Moncey 
was for nine years associated with the 
T. A. Chapman Company of Milwaukee, 
as merchandising manager of all shoe 
departments and accessories. 


Heads Shoe Division of 
Community Fund 


Cuicaco, Itt.—J. Westbrook, of 
Burt’s Shoe Company, has been ap- 
pointed chairman of the shoe division 
of the Chicago 1988 Community Fund 
Campaign which is now underway. 
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Tupper Launches New 
Popular Price Line 

New York — Tupper, Inc., has 
launched a new line of skillfully de- 


signed cruise and Summer shoes made 
to retail in the lower price brackets. 


The patterns, protected by patents, are 
imaginative and colorful. Foremost is 
the “Wicka-Weave”—a woven, gayly 
colored fabric, that takes its beginning 
from the American Indian weavers. 


BEN L. STEWART 


The Tupper Pre-View line of quality 
shoes, retailing in the $8.50 to $10.50 
price range, has been endowed with 
many of the features to be found only 
in exclusive originations. 

The Tupper men on the road today 
with the new line are as follows: A. E. 
Foster, covering North and South 


THE 
FOUNDATION 


th h. 
out the county.” 


MRS. DAY'S 
IDEAL BABY 
SHOE CO. 


Danvers, Mass. 


FLEXIBLE 


STOCK No. 56! 


HARD 
SOLES 








Carolina, Tennessee, Virginia and 
Georgia. Ben Stewart, who has cov- 
ered Texas, Oklahoma and Arkansas in 
the past, has now added Colorado, Ari- 
zona and New Mexico to his territory. 
C. H. Herbert travels the South and 
will spend most of his time in Ala- 
bama, Mississippi, Louisiana and Flor- 
ida. With Charles Cook on the West 
Coast, H. H. Smeltzer in the Middle 
West, and David Josephson in Penn- 
sylvania, New Jersey and New York, 
Tupper, Inc., covers the country well. 

The New York offices are located in 
the Marbridge Building at 47 West 
34th Street, and the New Jersey office 
is at 15th and Bloomfield Streets, in 
Hoboken. 


Milius Starts Production in 


Pedigo Plant 


St. Louis, Mo—The Milius Shoe 
Company has started production of its 
“Debonair” line of higher-priced shoes 
at the Pedigo plant which it purchased 
last Summer. 

Production has started at 1200 pairs 
daily and it is expected to increase 
this to 3500 pairs daily by next Spring 
with about 700 shoe workers eventua!- 
ly employed. 

This line which the company is mak- 
ing in this plant was formerly manu- 
factured in its Boulevard factory which 
will now be devoted to the manufac- 
turing of accessories. 
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Associated Shoe Merchants 
Hold Annual Meeting 


New York—The annual meeting of 
the Associated Shoe Merchants, Inc., 
was held at the Hotel McAlpin on 
Wednesday, October 19, 1938. All mem- 
bers were present, and reported most 
favorably on business during the past 
year. 

The outlook on the shoe business for 
the coming year, as expressed at the 
meeting, was decidedly optimistic. Many 
of the stores reported plans for ex- 
pansion and enlargement of their fa- 
cilities with the expectation of in- 
creased business. The association made 
plans for holding weekly meetings dur- 
ing the coming year. Committees were 
appointed, and several new firms men- 
tioned for membership were referred 
to the membership committee for con- 
sideration. 

All officers were reelected, as follows: 
Robert Jacobson of Jacobson Bros., 
Bronx, president; I. J. Weiss of the 
Favorite Shoe Store, Greenwich, Conn., 
and Port Chester, N. Y., vice-president; 
Max Bodner of Stenchever’s, Paterson, 
Passaic and Hackensack, N. J., trea- 
surer, and Harold Blumenthal of the 
New Shoe Stores, Hempstead and 
Freeport, L. L, secretary. 

Among others attending the meeting, 
in addition to the above officers, were: 
Ben Jacobson, Jacobson Bros., Bronx; 
Harry Bodner, Stenchever’s, N. J.; I. 
P. Perlman, Sterling Shoe Stores of 
Providence, R. I., and Boston, Mass.; 
Louis Rosenfeld, Rosenfeld Shoe Store, 
New Haven, Conn.; Samuel Cohen, 
New Shoe Stores, Long Island; Harry 
Uchin, Uchin Bros., New Brunswick, 
N. J.; I. Greenspan and Milton Green- 
span, of the Star Shoe Store, Union 
City, N. J.; and Max Stein, general 
manager of the Associated Shoe Mer- 
chants, Inc. 


Halsey Elwell With 
Wall-Streeter Shoe Co. 


NortnH ApDAMS, MAss.—Halsey El- 
well, who resigned from the Stacy- 
Adams Company of Brockton recently, 
has been added to the sales staff of the 
Wall-Streeter Shoe Company of this 
city. 

Mr. Elwell will cover the larger cities 
of the Middle West, including Chicago, 
Detroit and St. Louis; also the Far 
West, including the Pacific Coast. 

To his new connection Mr. Elwell 
brings not only an accurate knowledge 
of shoemaking and shoe styling, but of 
shoe retailing as well. His long experi- 
ence in these will be of inestimable 
value to the many accounts which he 
will be called on to serve. 


Named Roberts Shoe Manager 


RACINE, Wis.—Wayne T. Schotz has 
been named manager of the Roberts 
Shoe store here, which recently ob- 
served its first anniversary. Another 
Roberts store has been opened in Fond 
du Lae, Wis. 


Smart Shoes for Early Winter 
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quirements for November and Decem- 
ber selling. 

Take leathers, for instance. In the 
trend toward smooth, grained and 
crushed surfaces, there is the perfect 
answer for a leather that is easily 
cleaned after a little wetting or that 
slips smoothly under rubber overshoes. 
Of course, good sturdy reversed leathers 
can also be worn, especially when com- 
bined with a smooth or grained leather 
trim, as in the mudguard treatment. 

The growing interest in reptiles, 
genuine or simulated, either for the 
whole shoe or as a trimming, is another 
leather trend that is just right for Win- 
ter shoes. Also, speaking of leathers, 
it’s worthy of note that many of the 
shoes in this Winter stormy weather 
classification come equipped with sturdy, 
built-up leather heels. There’s both a 
style and service advantage here which 
merchants can point out to customers 
in advertising and in sales talks at 
the fitting stool. The built-up leather 
heel has a certain swagger smartness— 
a custom touch, if you will, which makes 
it specially adapted to a sturdy walking 
shoe. 

With cold, damp weather many 
women feel.the need of a higher riding 
shoe that covers the instep. Elasti- 
cized leathers—new and highly impor- 
tant fashion idea—and goring adjust- 
ments keep the high riding shoe in the 
foreground of the style picture this 
season in both tailored and dressy 
types. 

Other patterns will, of course, con- 
tinue to sell through the cold weather. 
Oxfords as a matter of course and also 
low stepins and pumps. 

Style Treatments Are Practical 

Several leading treatments of the 
current season are unusually suitable 
for Winter wear. For example, take 
the mudguard—clever in name and in 
design, since the half inch strip of 
leather trim above the welt is just the 
protection needed from slightly wet 
muddy pavements. 

In the platform sole—highlight of 
the Fall fashion picture—there is a 
new kind of protection from cold, damp 
sidewalks. We should emphasize the 
word damp. Nobody is advised to go 
out in really wet weather in just a 
pair of platform soled shoes. This sole 
cannot replace a necessary rubber over- 
shoe, nor can the mudguard. But for 
a slightly damp pavement and for a 
cold pavement, it is ideal. 


How to Sell the Platform Shoe 


On the first cold days, most women 
suddenly find that the soles of their 
shoes feel very thin. The pavement 
seems hard and cold under their feet. 
What a chance to sell them a pair of 
platform soled shoes for just this need! 
If you can sell them the shoe before 
that day comes, so much the better. If 
not, then get to work now to plant the 
idea in their minds. Then you can count 


on their coming in for their platforms 
the first cold morning. Materials used 
to fill this extra sole have been per- 
fected after long experimenting and are 
flexible, resilient and moisture-proof. 


The Question of Heels 
Soles and heels are the portions of 
the shoe claiming most attention this 
season. Unlike the new sole treatments, 
novelty heels have not the special fea- 
tures to make them unusually suitable 
for Winter wear. The classic type of 
covered or built-up leather heel is so 
much more practical. Overshoes and 
galoshes are constructed to fit them and 
they seem best suited for wear at this 
season. The built-up leather heel is a 
smart color note with many of the 
leather shades and it’s very easy to 

keep clean and in good repair. 


Sell Children Style 
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to get and keep them interested in his 
particular store through promotion di- 
rected to them and at the same time to 
sell them the idea of smart, styleful 
shoes. Let the retailer take care of 
the children and they will take care of 
their parents. 

It is safe to say that the great ma- 
jority of parents do not feel that Junior 
or sister need more than one or possibly 
two pairs of shoes at one time, so why 
should they take on the added expense. 
The answer to this is how much more 
mature is the mind of a child in his or 
her teens today than was the case a 
few short years back. Style conscious- 
ness is a very definite thing in the 
mind of a modern boy or girl of high 
school age, and this fact should help the 
shoe man to sell more pairs of boys’ 
and girls’ footwear. 


Store Celebrates 65th 


Anniversary 


GREENFIELD, MAss. — Founded 65 
years ago, the W. L. Goodnow Com- 
pany this week observes its anniver- 
sary. 

The W. L. Goodnow Company pur- 
chased Logan’s Dry Goods Store in 
1922 and expanded in 1925 by pur- 
chasing Stearn’s Shoe Store. At that 
time the concern bought the block 
which houses the store. 

It has grown steadily until today it 
is a modern store with 26 departments 
and 34 employees. Under the manage- 
ment of Hugh Langan, who has been 
here for the past three and one-half 
years, numerous changes have been 
made. Departments have been changed 
to make them into separate shops. The 
main floor and downstairs store have 
been remodeled in lighter colors to 
brighten up the store’s appearance and 
make the displays more attractive. 
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Soles and Heels 











METAL FLEX ano LITHOX 
SOLES ano HEELS 


With CORD Combination 
No SPREAD, No CURL, No BULGE 
Finishes with a smooth edge. 
THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 

















Peck Joins Arenz Sales Staff 


CHIPPEWA FALLs, Wis. — Chester 
Peck, for many years manager of the 
shoe department at Montgomery Ward, 
has joined the sales staff of the Arenz 
Shoe Co. here. 





Michaels Represents Onco 


In Middle West 


New York—William Michaels, for- 
merly of Brown Company’s Solkalf 
Sales Division, has been transferred 
to the company’s St. Louis office to 
handle the sale of Onco in the middle 
















WILLIAM MICHAELS 


west. He fills the vacancy left by the 
promotion of Charles C. Cowley, who 
was recently transferred to New York 
City as sales manager of the Onco 
Division. 

A graduate of William and Mary Col- 
lege in the Class of 1929, Mr. Michaels 
first entered the shoe industry in the 
importing field, and spent some time in 
Czechoslovakia selecting high-grade 
hand-made shoes. 

Returning to this country, he joined 
the sales force of one of the leading 
tanners and spent four years selling 
and promoting leather to shoe manu- 
facturers. His sales work with the 
Solkalf Division of Brown Company 
focused primarily on handbag manu- 
facturers and retail stores. 





Lockwedge Shoe Corp. Holds 
Sales Conference 


CoLuMBus, OnI0O—Plans for an en- 
tirely new line of Dr. M. W. Locke 
shoes were announced to more than 50 
shoe retailers, department and mer- 
chandise managers at the semi-annual 
sales conference of the Lockwedge Shoe 
Corp. of America, Inc., held here Oc- 
tober 20. Herbert Lape, Jr., stated that 
the new line is the most comprehensive 
ever presented for a corrective shoe, 
including new lasts, new elastic leath- 
ers, and the addition of a complete 
sport shoe line. 

Advertising and sales promotion 
plans were presented by J. T. Aubrey, 
president, and J. J. Finlay, vice-presi- 
dent of Aubrey, Mocre & Wallace, 
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RIGHT 
down 
your alley is 






because it is economical . . . 
yet it has all the beauty and 
durability demanded in good 
shoes. 30 colors . . . aniline- 
dyed . . . color-fast . . . nap- 
sueded ... used by most man- 
ufacturers. 


SLATTERY BROS. 
TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 













Inc., Chicago, the company’s advertis- 





ing agency, with the announcement of 
an increase of one-third in volume of 
advertising for the 1939 Spring season. 





N. Y. S. Retailers to Meet in 


Rochester in 1939 


' Rocuester, N. Y.—The New York 
State Shoe Retailers’ Association will 
hold its annual convention in Rochester 
during the month of September, 1939, 
it was announced on October 21, by 
Allan J. Doyle, secretary of the Roch- 
ester convention and publicity bureau. 

Harry A. Chase, secretary of the 
association, announced that Ernest R. 
Park has been elected chairman of the 
local convention committee. The gath- 
ering will be held at the Seneca Hotel. 





R. P. Butler Named Wm. Amer 


Vice-President 


PHILADELPHIA, Pa.—The William 
Amer Company, Philadelphia, manu- 
facturers of “King Kid,” announces the 
appointment of Randolph P. Butler to 
the office of vice-president of the firm, 
in charge of white “King Kid” and 
suede and fancy leathers. 

Mr. Butler, formerly treasurer of 
the Surpass Leather Company of 
Philadelphia, has enjoyed an excellent 
reputation in the industry and comes 
to the Amer Company well qualified to 
perform his new duties. 
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OF MANUFACTURE. - ‘2 
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All the items described above are out- 
standing advantages to manufacturers 
who are making platform or beaded 
welt shoes using the 


GAC SOLE STITCHING MACHINE 
— MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Completes Extensive 
Business Trip 

Cuicaco, Itt.—V. F. Kelley, sales 
manager of The Scholl Mfg. Co., Inc., 
Chicago, has just returned from an ex- 
tensive business trip through the south- 
western, Pacific Coast and northwest 
states. Talking with shoe retailers in 
small towns, as well as the large met- 
ropolitan centers, Mr. Kelley reports 
that dealers everywhere are extremely 
receptive to the promotional plans now 
in effect. Also contacting field repre- 
sentatives, he found them very enthu- 
siastic over the business outlook for 
shoe men in 1939. 

“I returned to Chicago,” stated Mr. 
Kelley, “fully confident that next year 
will be another banner year for sales 
in Dr. Scholl merchandise in retail shoe 
stores and department stores. Dealers 
are lining up remarkably well behind 
our plans for increased promotional ac- 
‘tivities and greater volume in '39.” 


J. M. Staley Made Manager 


Los ANGELES, CaLir.—J. M. Staley 
has been appointed manager of the 
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DATES TO REMEMBER 


Spring Opening Shoe Fashion Guild of 
America, New York City 
November 14, 15, 16, 1938 


Shoe Manufacturers’ Spring Opening, 
E, A. Ri Manager, Hotel 
New Yorker, New York 
December 4, 5, 6, 7, 1938 


. National - Shoe Fair, Hotel Stevens 
Chicago, Ill. ....Jamuary 3, 4, 5, 6, 1939 


Michigan . Annual Shoe Fair, Hotel 
Statler, Detroit, Mich. 
January 8, 9, 10, 1939 
Northwestern Shoe Retailers Associa- 
tion, Annual Convention, Hotel St. 
Paul, St. Paul Minn. 
January 8, 9, 10, 1939 


Charlotte Shoe Fair, Hotels Charlotte 


and Selwyn, Charlotte, N. C. 
January 8, 9, 10, 1939 


17th Annual Boston Shoe Show and 
Convention, Hotel Statler, Boston, 
PND i choosen January 9, 10, 11, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 

January 15, 16, 17, 18, 1939 


16th Annual Shoe Buyers’ Week, In- 
diana Shoe Travelers Association, 
Claypool Hotel, Indianapolis, Ind. 
January 15, 16, 17, 1939 


Southern Shoe Exposition, E. A. Rich- 
ardson. Manager, Tutwiler Hotel, 
Birmingham, Ala. 

January 15, 16, 17, 1939 


Middle Atlantic Shoe Retailers Asso- 
ciation, 25th Annual Convention and 
Exhibition, Lord Baltimore Hotel, 
Baltimore, Md. 

February 12, 13, 14, 1939 


Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 
June 11, 12, 13, 1939 


Annual Convention, California Shoe 
Retailers tion, Hotel Bilt- 
more, Los Angeles, Calif. 

June 12, 13, 14, 1939 





newly-established shoe department in 
the J. J. Haggerty Co. store in Beverly 
Hills. Before taking this position, he 
was in the Palter de Liso department 
of The May Co., this city. Assisting 
Mr. Staley is Dale M. Hutto, formerly 
with the Bullock-Wilshire shoe section. 

This shoe department as well as the 
one in the J. J. Haggerty Co. Seventh 
St. shop, is operated by the Chas. D. 
Cline Shoe Co., which in turn is owned 
by M. E. and M. L. Banks. 


Goldsmith’s in Memphis 
Remodels Department 


A news item in the Octcber 15 issue 
of Boot AND SHOE RECORDER told of the 
remodeling of the shoe department of 
J. Goldsmith & Sons Company, and the 
fact that the item appeared under a 
Nashville, Tenn., date line carried the 
implication that the store was located 
in that city. J. Goldsmith & Sons Com- 


SKI BOOTS) 


New Catalog 
Just off the press 


40 STYLES 
IN - STOCK 


Priced to retail from 
$3.50 to $15.00 


SNOW BOOTS 


36 STYLES 
IN-STOCK 
Priced to retail from 
$2.50 to $6 


Newspaper Mats Furnished with orders 
N. Y. office, 402-404 Marbridge Bids. 


A. SANDLER CO. 














pany is a well-known department store 
in Memphis, Tenn. Eph Bluestein is 
manager of the shoe department. 


Show Plumage Colors 


New York—Larkwood Silk Hosiery 
Mills has issued a very attractive 
folder containing samples of their 
three new hosiery colors—Peacock 
Wine, Paradise Plum, and Rhea Rust. 
Announcing that “Larkwood puts wings 
on your sales with Plumage Colors”, 
the folder offers merchandising and 
promotional ideas»for retailers who 
would build sales around the “names 
and tones of the gorgeous birds that 
inspire the season’s feather trimmings 
—to lift your sales to lofty heights.” 

These three hosiery shades, a wine, a 
plum and a rust, have been designed 
for harmonizing with the wine, rust 
and plum tones in the new Fall ready- 
to-wear. They provide an excellent op- 
portunity for tying-in sales of shoes 
with accessory shades—for pushing 
the right shade of hosiery to wear with 


the new Fall shoe colors. 


Recovers From Fall 


PITTsFIELD, N. H.—John Adams of 
the Adams Bros. Shoe Co., who suffered 
a fractured arm in a fall recently, has 
returned to his home here from Elliott 
Hospital in Manchester. He was a pa- 
tient at the hospital several days. 
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VIX-ENE 


Shoe Waterproofing near the cash 


register will bring you Extra Sales! 





Suggest it, especially on rainy days, to keep feet 
dry and prevent colds. A number of our cus- 
tomers are doing just this, with excellent results. 


Bottles or Cans with applicator, 25c 


EVERETT & BARRON CO. 


Providence, R. I. 


Toronto, Can. 








Nankin Store to Reopen 
Following Modernization 


PaLM BEACH, FLA.—Nankin’s Shoe 
Store will be opened soon at 329 Clema- 
tis Street, under the management of 
Lewis Nankin. The store has been 
closed while remodeling was in prog- 
ress and now presents an up-to-date 
modern shop. A new store front has 
been installed which carries a neon 
sign imbedded in metal to give the new 
silhouette effect. This store features 
Walk-Over and other nationally known 
lines for men and women. 


E. Dudman Transferred 


Los ANGELES, CALIF—E. Dudman 
is now buyer for the Bullock-Willshire 
Shoe Salon, being transferred from the 
Bullock Seventh St. Collegian shoe de- 
partment which he managed. He suc- 
ceeds W. B. Triplett who has accepted 
a position as merchandise manager of 
one of the larger New York City de- 
partment stores. 


To Open in Evanston 


Cuicaco—S. Barron, who for many 
years has been engaged in shoe selling, 
has selected Evanston, IIl., one of Chi- 


Named Foreign Selling Agent 


New YorkK—Daniel Rimini, upon his 
return to the United States after a 
sojourn of two and a half years in 


DANIEL RIMINI 


Corporation as representative in charge 
of sales abroad. 

Mr. Rimini, who maintains offices at 
17 Finsbury Court, Finsbury Pave- 
ment, London E.C. 2, contemplates an 
extended stay in this country during 
which time he will make headquarters 
at the company’s offices at 1328 Broad- 
way, New York. 

He is highly pleased with his new 
association and optimistic about the 
Arch-O-Scope Foot Inspection and Re- 
cording Device sales abroad, since, 
through his long stay in Europe, he 
has discovered a definite need for scien- 
tific aid in corrective shoe fitting in 
countries abroad. 


New Leather and Findings 
Firm Organized 

DETROIT, MicH.—A new firm known 
as the Cash and Carry Leather Co., 
Inc., has been organized to supply 
leather and shoe findings to jobbers, 
tanners and manufacturers of shoes 
and leather goods. Incorporators are 
Arthur M. Kreidmann, Doris E. New- 
man and Johanne A. Hayes, all of New 
York City. George Lefton is Detroit 
representative and manager. Head- 


cago’s great suburbs, for opening a England and on the Continent, is now quarters are at 2142 Grand River Ave., 


Pied Piper Shoe Store. 


associated with the Arch-O-Scope Sales 


Detroit. 








HOTEL 





DON’T LOSE 
YOUR HEAD 


over that Surplus Stock 


Turn to the CLASSIFIED PAGES for 
Purchasers. 


M*°ALPIN 


“AGreat Hotel” 


Sixteen years’ continued use of “WANTED TO 
PURCHASE” space is the record for one of our ad- 
vertisers. 


BOOT AND SHOE RECORDER 


Classified Advertising Dept. 
239 W. 39th St., New York, N. Y. 


from $2.50 a day, single 
$4 and $4.50 double 


Broadway at 34 St., N.Y. 


Under KNOTT Management 
JORN J. WOELFLE, Manager 
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Ancient and Modern in Novel Display 


Boston, Mass.—Contrast interest. 


Hence the pulling power of the window 


begets 
shown above, recently installed by the Jordan Marsh Company of Boston. Con- 
trasted were shoes of olden days borrowed from the museum of the United Shoe 
Machinery Corporation and women’s modern, styleful footwear made over the 


so-called “down-to-the-wood” last. 


The modern shoes featured in the window 


were made by W. L. Douglas Shoe Co. of Brockton. 





Form Uptown Shoe 


Retailers’ Group 


New York.—A group of shoe mer- 
chants and buyers retailing women’s 
footwear in the quality price brackets 
in the zone above 42nd Street, joined 
this week in the formation of an up- 
town shoe retailers group whose pur- 
pose will be to prevent style piracy, to 
lengthen the seasons for profitable op- 
eration through agreements as to clear- 
ance dates and to otherwise act coopera- 
tively on matters of mutual interest 
that may arise. 

This new group will be an affiliate 
of the Uptown Retail Guild and will be 
guided in its formative stage by John 
B. Swinney, managing director. 

Herman Delman, of Delman, Inc., 
was named chairman of this new group 
and an organization committee com- 
prised of Manuel Gerton, Saks-Fifth 
Avenue; Edward Cohen, Bonwit Teller; 
Mr. Delman; Harry Rosenthal, Shoe- 
craft, Inc.; Herman Shaffer, J. & J. 
Slater, and Jack Sommers, Sommers, 
Inc., was formed to plan a program. 

Shoe retailers present at the initial 
meeting were: Herman Delman, Man- 
uel Gerton, Edward Cohen, Nicholas 
Parker, Jay-Thorpe, Inc.; Arthur Liv- 
ers, Frank Brothers; Harry Rosenthal, 
Herman Lieber, Milgrim; Maurice Mil- 
ler, I. Miller & Sons; Charles Henkel, 
J. & J. Slater; Leo Tomberg, French 
Bootery; Charles Lanchantin, Hanan 
& Son, Jack Sommers and Mr. Parker, 
of the Lawrence Parker Shop. 

Newton Elkin, who represented 
George Miller, president of the Shoe 
Fashion Guild, and William Parrott, 
executive manager of the Guild, were 
also present. 


Retires at Half Century in Shoe 
Trade 


GARDINER, Me.—Alvah M. Powers of 
Spring Street, Gardiner, retired from 
his life-long work of shoemaking Oc- 
tober 3, after completing fifty years 
on the payroll of the Commonwealth 
Shoe and Leather Company. 

Officials at the local factory said 
that they knew of no equal record of 
a man being in the employ of the com- 
pany for so many years. He entered 
the employ of the company in 1888 in 
the sole leather room of the company’s 
Whitman, Mass., factory at the age of 
23, formerly having worked on the ice 
fields of the Kennebec River. He 
worked in the sole leather room for a 
short time before going to the stitching 
room, and from there to the making 
room where he learned Goodyear 
Stitching. 

On the 30th of September, 1897, Mr. 
Powers came to the Gardiner factory 
and has been employed since then, for 
41 years, on the Goodyear Stitcher. 

He said that he plans to do a lot of 
things around his home on Spring 
Street that he never had time to do 
before, but he said that he’ll take his 
time about his work now that he is his 
own boss. 


De Witt Opens New Juvenile 


Shop 


Cuicaco, Itu.—J. R. De Witt, well- 
known Chicago juvenile shoe specialist, 
has just recently opened another shop 
at 2223 E. 7ist Street, on Chicago’s 
South Side. This new store is done 
entirely in colonial design: and with 
early American furniture. An unusual 


ELAMS 


PRE-WELTS 





301—Smoke 

302—whit 

304—Tan wh 

cae Pre-Welts class your store 
as specialized in healthful foot 


guidance for children. 


F.S. ELAM SHOE CO. 























feature is the use of a Welsh cupboard 
for display of shoes. Mr. De Witt also 
has juvenile shops at 1205 Devon Ave- 
nue, Chicago, and in Winnetka, a 
north shore suburb. 


Demand for Men’s 
Informal Types 


MriaMI, Fita—There is a trend in 
this area among men to adopt infor- 
mal shoes for informal occasions. The 
tremendous popularity of slacks may 
have some bearing on this. Burdine’s 
is featuring Moc-Abouts, a moccasin 
type with soft leather uppers, hard 
leather soles and rubber heels. Avail- 
able in luggage or tan, and priced at 
$2.45. Biscayne Bay “Blimps,” a 
leather tie with genuine crepe sole and 
the new clog heel, is being highlighted 
at Cowen’s, the shoe store that has as 
its slogan “Five months ahead of the 
Nation,” and always features the new- 
est in footwear styles. 


Woven Shoe Credits 


Due to an error, the woven shoes 
worn by the three girls in the photo- 
graph on the bottom of page 22 of the 
October 15 issue of Boot AND SHOE 
RECORDER were not credited to the 
manufacturers. These shoes were made 
by the Los Angeles Shoe Mfg. Com- 
pany and by the Mexicraft Company. 
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GOODYEAR 


GOODYEAR WELT SHOES are readily 
adaptable to the modern platform types 
and provide a wide variety of striking 
effects featuring full platforms with dec- 
orative bindings or beaded welting in 


smart contrasting colors. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SALESMAN WANTED 


SALESMAN WANTED 


WANTED TO PURCHASE 








quite ban he fastest se 


fields, covering limited terri 
York, N. Y¥. 


THE COUNTRY’S FOREMOST SLIPPER HOUSE 
Is forming new organization. It will hand-pick from over thirty factories and as- 
novelties and lowest priced ea * in stippe 


for men, women and children. Each number will be a price lea 
prices and shipped direct. Men with + eh in chain, : — oa on ry quantity —_ 


Box Ne. 2, care BOOT AND “Hon ‘RECORDER, 230 


rs and sandals 
lela 't sold at factory 


open. 
230 ‘West 30th Street, J New 





SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Iac. 


79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518i 














South Eastern Territory 


available on nationally known line of childrens and 
Srondine ‘umrchentietng plane, tne footwear. Out- 





Strictly 

"he 7 ~ E. . non-conflicting side 

lines ‘Boecity age, experience, territory covered and 

qaten ue 4c 4, e/e BOOT AND SHOE RECORDER 
208 Se. State St., Chicago, tii. 











SALESMEN WANTED for North and South 

Carolina, New Jersey, Kansas, Missouri, 
Tennessee and Texas. In-Stock line of formal 
evening shoes, Sandalized and dress type street 
shoes. Retail at $3.00 to $4.00. Salesmen with 
established trade preferred. Strictly commission. 
Can be carried with non-conflicting line. In 
replying give references and accounts sold. 
Hannahsons Shoe Company, Haverhill, Massa- 
chusetts. 





F oR OHIO-PENNSYLVANIA and WEST 
VIRGINIA. In stock line of Women’s 
Novelties and Growing Girls footwear. Retail 
$2.00-$3.00-$4.00. Salesmen with established 
trade preferred. Written or personal interviews. 
Penn Shoe Co., Pittsburgh, Pa. 


RESIDENT SALESMEN: Entire country to 
be covered selling to retail and department 
store trade. Line of Men’s American Welts 
and ey = - Re gh prices. Liberal com- 
mission. No. 1, care Boot & Shoe 
Recorder, io "Federal St., Boston, Mass. 








MERCHANTS’ NEEDS 





POSITION WANTED 


AN energetic young man who has had ten years’ 

experience, finishing lacquered calf skins 
with a reputable firm, desires to make a change. 
Address $993, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








FOR SALE 


SHOE Store, a going business in a good indus- 

trial city of 75,000 people. Other »usiness 
interests is reason for selling. Address $3, 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








SHOE STORE—MODERN—24 x 88—EST. 

32 yrs. (Quality Footwear .. . only shoe 
store FOP. 5000. N. E. Ohio. . . . Selling acct. 
of HEALTH. Mr. D. :/o Squire Shop .. . 
Youngstown, Ohio. 





SHOE Store, cell for 10th of original cost, best 
New York location, Low rental 





FoR SALE: Hosiery and bag department in 

one of the most modern and progressive shoe 
stores in leading city of southwest. Department 
doing large volume. Satisfactory lease can be 
made as owner wishes to retire. Address $5, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








SHU-MAT SERVICE 


ELIMINATE THAT HIGH COST OF 
ART WORK AND CUTS! 
PROO 


WOMEN’S AND CHILDREN’S 

WEAR AT A FRACTION OF THE 
ACTUAL COST. 

SEND FOR PRICES AND PROOF OF 
THIS WHEBK’S MAT. 


SHU-MAT SERVICE CO. 
188 E. Town St. Columbus, Ohie 

















WE BUY 
Wholesale and Retail 


ity, Arch 
tonians, Stetson, Red 
IBVIN BR UBI N 
“The House of Jobs”’ 
898 Reade &t., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














MERCHANTS’ NEEDS 











The Complete Line of 
SHOE 


ORNAMENTS 
AND SPATS 


Buttons and — Se 
gly yy 


Crawford Ave., 











No Mis-Mates with Mate Marks 
2450. 2450 .2450 





address should be counted. 
The rate for all display classified 
Classified advertising 





CLASSIFIED ADVERTISING RATES 


rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 
is payable in advance. 
S@” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Wa 
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Novel Methods Successful 
[CONTINUED FROM PAGE 48] 


ment, either in the way of a cash re- 
fund, an allowance on a new pair, or 
repairs to the faulty shoes. Usually he 
asks the customer what she feels would 
be fair under the circumstances. 

“TI learned in various of my previous 
shoe-selling connections, however, 
never to let chronic kickers impose on 
me,” said Mr. Stegeman. “My policy is 
to keep the customer satisfied, but if the 
customer is one who cannot be satisfied 
under any circumstances, I invite her as 
gently as possible to take her patron- 
age elsewhere. Adjustments can be 
overdone.” 

Speaking generally, all sales are on 
a cash-down basis. Charge accounts are 
very few, and credit is extended only to 
customers who have been thoroughly 
investigated, and whose standing is be- 
yond question. 

“When customers ask for credit, I 
counter by asking that they pay for the 
purchase they are making at the mo- 
ment, and that they furnish references 
to be investigated,” said Mr. Stegeman. 
“Because I am doing business on a 
small stock that muct be turned fre- 
quently, I cannot afford to accumulate 
any slow-paying accounts.” 

Mr. Stegeman feels that a markup of 
40 perecent is necessary to enable him 
to merchandise his shoes in such a man- 
ner as to give the customer the greatest 
satisfaction. 

“I know many dealers who feel that 
35 per cent or even lower is sufficient,” 
he said, “but with such a markup, I 
would not be able to make the adjust- 
ment and repairs that have proven so 
effective in building good will.” 

“We keep a perpetual inventory,” 
said Mr. Stegeman, “and I order new 
stock every week. This frequent order- 
ing is made necessary by the factors; 
(1) the necessity of carrying a wide 
range of sizes, (2) the necessity of 
keeping the quantity so low that the 
capital invested can be turned many 
times a year.” 

The arrangement of show windows is 
kept simple, dressing being done on a 
regular weekly schedule. This program 
is varied, however, when new goods ar- 
rive. Anything strikingly novel is placed 
in the show window at once. 


New Home for Miami Store 


MiaMI, FLA.—Cowen-Bulbin, Inc., 
nationally known in the shoe world 
through their slogan “Five Months 
Ahead of the Nation,” has leased the 
Flagler Street store in the four-story 
ramp garage building being erected 
’ next to the new Dupont Building. Plans 
provide for unusual features in show 
window arrangements and interior dec- 
orations. Marble floors throughout and 
black polished decorations are only a 
few of the details planned for this 
new shop. 


Kay Purchases Arch 
Preserver Shop 


PROVIDENCE, R. I.—Outstanding in 
the shoe news of this city this week 
is the sale of the Arch Preserver Shoe 
Shop, 137 Mathewson Street, operated 
by Emerson-Ward, Inc., to Bernie Kay, 
who also operates retail shoe stores at 
Newport and at 11 South Angell 
Street, this city. 

A clearance sale is now being con- 
ducted prior to moving the business on 
November 1 to 138 Westminster Street, 
next to the Arcade Bldg. Sol Berger 
will be manager of the store. 

The Enterprise, department store 
chain, opened its first store in this city 
on October 13 at the corner of West- 
minster and Snow Streets wth a shoe 
department occupying about 2500 
square feet of floor space and featur- 
ing shoes for men, women and children. 
Selwyn Lemchen, previously manager 
of an Enterprise shoe department at 
Somerville, Mass., is manager of the 
department. 


To Manage Florsheim Store 


RICHMOND, VA.—Robert L. Waters, 
well known in Richmond retail shoe 
circles, has been named manager of 
the Florsheim Shoe Shop, at 715 East 
Broad Street, it was announced here. 
Mr. Waters, a native of Richmond, has 
been associated with the shoe business 
here for sixteen years and has been 
with the Florsheim organization for 
six years as assistant manager. He 
succeeds T. Baker Marston as manager 
of the local store who was also pro- 
moted and sent to the Florsheim store 
in Boston, Mass. Mr. Marston man- 
aged the Richmond store for more than 
ten years. 


Open Remodeled Shop 


MILWAUKEE, Wis.—Max Schuminsky 
& Sons, proprietors of the Hi Mount’s 
Shoe stores at 5717 W. North Ave. and 
4805 W. Center St., recently announced 
the formal opening of their newly re- 
modeled shop on North Avenue. 

The store has been fitted with a new 
structural glass front, and new fixtures. 
Special newspaper advertising and 
handbills were used in announcing the 
opening, while the first 25 customers 
visiting the store on the opening morn- 
ing were presented with free tickets to 


. a community theatre. 


The shop carries a complete stock of 
nationally known brands, including 
Selby Styl-eez, Air Step, Simplex Co- 
ed, Modern Miss and Active Maid for 
women and young ladies; Nunn-Bush, 
Edgerton and Weyenberg shoes for 
men and young men; Simplex-Flexies, 
Herbst Child-Life, Tom-Boy, Ideal 
Classmate and Blackhawk shoes for 
children; Famous Sky Riders and 
Weyenberg Olympic for big boys as 
well as U. S. Keds, U. S. Gaytees and 
U. S. Rubber footwear and a complete 
line of Ortho-pedic shoes. 
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MERCHANTS’ NEEDS 





MILITARY 
SHOESTAND 


HERE'S A SELL- 
in@ HINT THAT 
WILL SELL MORE 
MEN'S SHOES 


-eatehing way. Display 
eht on his feet. 
the shoes 





POLLINGER CO. 
Holiend Bidg., St. Louis, Mo. 








Herman Named Bradley Shoe 
Manager 


SARASOTA, FLa.—P. M. Herman has 
been appointed manager of the shoe 
department at Bradley’s. Mr. Herman 
brings to Florida a wide experience in 
shoe fitting, having been connected 
with I. Miller & Sons, New York, and 
the A. S. Beck Shoe Company at Buf- 
falo, for a number of years. He is 
both a shoe fitter and shoe stylist. 


Jarman’s Opens New 
Nashville Store 


NASHVILLE, TENN.— The new shoe 
store opened by Jarman Shoe Co., on 
Sixth Avenue, Nashville, according to 
Manager A. E. Longstreet, enjoyed an 
unexpectedly good opening sale. The first 
sale was consummated in 10 minutes 
after the doors were opened and in 30 
minutes there were so many customers 
in the store that extra help had to be 
secured. A zipper bag, valued at $2.50, 
was given with each pair of shoes 
bought during the first two days of 
the opening sale. 


To Open New Store 


OAKLAND, CALIF.—The Fashion Boot- 
ery, Oakland, has a complete new store 
under construction which is expected 
to open for business within the next 


few days. This undertaking was made 
necessary by a fire which started at 
night and swept through this and the 
two adjacent stores. The Fashion 
Bootery’s stock and fixtures were com- 
pletely demolished. 

Mr. Jack Porad, a director of the 
Fashion Bootery Company, says that 
they are utilizing entirely new ideas in 
the new store and that they believe the 
finished product will exhibit the last 
word in shoe store appointments. The 
interior is being done in pastel shades 
that blend together to give a pleasing 
and restful atmosphere. The front of 
the new store is white marble with red 
Carrara glass trimmed in bronze. 








wits, neat? 


ALmost every shoe merchant must 
face the problem of hard-to-fit cus- 
tomers on whose feet even perfectly 
lasted shoes fit poorly. That’s why 
shoe shrinking is necessary in every 
modern shoe store. But unscientific 
methods and devices can burn shoes, 
shortening their — and jeop- 
ardizing the store’s reputation. 
Shrink shoes the sate, scientific way 
that does not harm leather or fab- 
ric. Shoe Doctor Shrinkers used 
with the exclusive Shoe Doctor 
Shrinking Fluid enable you to ap- 
ply greater heat and shrink any sec- 
tion of the shoe to the required 
oes without harming the shoe— 
without leaving a mark. 
Shoe Doctor Shrinkers reach every 
rt of the shoe, inside and outside. 
he exclusive Fluid acts as a safe- 
guard. Thus you can correct gap- 
ping at the side, bulging around the 
top or slipp at the heel; smooth 
out excess fullness or wrinkles—all 
without harm to the shoe. The re- 
sult sf ey loyal customers. 
Let 


hoe equip- 
ment turn hard-to-fit feet into a real 
money making part of your business. 


Roller type device 


Send your order or 
write for further 
details. Take ad- 
vantage of combi- 
nation offer — both 
shr irons for 
$25.00 including $2.00 
worth of fluid free. 


Manufactured by 
EB. C. Smeltzer Co. 


CHARLES HENRY BROWN 
E. SON.INE 
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GOODYEAR TIRE & RUBBER CO., Akron, 0. .........ccccecceeeeeceeeeee 
i, CU, I INR, Doe. coos ccccctdcerccesectvcvcescoseses . 00 
PANTHER-PANCO CO., Chelsea, Mass. ..........ccccccccece ceeeesees 3rd Cover 
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STORE EQUIPMENT AND FINDINGS 
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MANOLIS MFG. CO., Chicago, Ill. 
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MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
HOTEL McALPIN, New York City 

IRVIN RUBIN, New York City ... 
KIRSCH-BLACHER CO., INC. New York City 
POLACHEK. Z. H., New York City 
SHU-MAT SERVICE CO., Columbus, 0 
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tputation 


There is no stronger selling point 
for any product than the nationally- 
known satisfaction of all who make 


use of it. 


Complete, exhaustive investigation 


on that point is invited for 




















